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*today’s fastest-growing television segment 


Featured in this issue: 


How do repeat 
programs rate with 
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the tv audience? 


Index on page 7 
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dominant 


7 days a week 
day and night 


Aug. ‘57 Pulse—all audience figures 
refer to time periods when both sta- 
tions are on the air. 374 quarter hour 
wins for KVTV—68 for Station B. 
53% More Audience for KVTV. Don D. Sullivan, General Manager 








A Cowles station. Under the same management 
as WNAX-570, Yankton, South Dakota. 
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IN MOMENTS OF HISTORY 


At nine p.m. on Tuesday, September 24, all three television networks carried 
simultaneously President Eisenhower’s address on events in Little Rock. An 
estimated 30 million Americans watched him on NBC. NBC’s audience was 32% 
greater than the second network’s and 69% greater than the third network’s.* 

In the fifteen minutes following the President’s address, NBC news com- 
mentators did a special analysis of the integration crisis. Over 20 million 
people tuned in this program, more than watched the competing entertain- 


ment attractions on either of the other networks. 
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Recently, a Capitol Hill pollt showed that more members of Congress watch 
NBC for news than any other network. The reason the nation’s law makers 
gave for this preference: NBC offers the most complete news coverage and, 
in Chet Huntley and David Brinkley, the most popular, most objective news 
commentators in network television. 

The nation turns first for news and coverage of great events to the network 


with the world’s most comprehensive broadcast news organization. 





NATIONAL BROADCASTING COMPANY 


*Trendex Special Report tMade by Walter Gerson & Associates, July-August 1957 


October 7, 1957, Telenision Age 5 





Now, it’s ypicial / 


New ARB report taken just 30 days after our move to 
full power shows an increase in every time segment for 


WHIN-TV 255 
the SELLibrated station 
of the Golden Valley 


(Central Ohio) 


CHARLESTON —Percentage Change 


























WHIN-TV STATION B STATION C 
NOON-6 PM +133.0 + 1.8 —26.5 
6 PM-MIDNIGHT +141.0 + 99 —24.0 
6 ort +129.0 — 1.0 —16.8 
SIGN-ON to SIGN-OFF +136.7 + 4.6 -19.9 








_HUNTINGTON—Percentage Change 














WHIN-TV STATION B STATION C 
NOON-6 PM + 17.0 —10.0 —15.0 
6 PM-MIDNIGHT + 0.08 —10.0 +10.0 
‘Sia. + 15.0 —10.0 +11.0 
SIGN-ON to SIGN-OFF + 15.0 —10.0 —10.0 
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Yes, WHTN-TV provides a new point of sale 1,000 feet above 
average terrain powered by 316,000 watts . . . is the only 

station to put a Grade A signal over this entire booming market . . . 
the only full power station in this power-packed valley 

between Cincinnati and Wheeling. 


It's time now to SELLibrate with 


WHITIN-TV 


CHANNEL 13. — ABC. AFFILIATE 
HUNTINGTON-CHARLESTON, WEST VA. 






ete) 4S = 
STATION 


Represented by 
Edward Petry & Co., Inc. 
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GROWING CO-OP 
$160 million in tv time sales for 1957 
will stem from cooperative advertising 


TV CO-OP ADVERTISERS 
IN THE UNITED STATES 


PROTOTYPE FOR A SYNDICATOR 
NBC Television Films executives feel that 
the market for film is now mature 


PLANT THAT TV BUILT 
Adell Chemical breaks sales records by 
breaking away from marketing tradition 


REPEAT PROGRAMS 
Majority of viewers say they appreciate 
seeing good programs twice, Pulse finds 


TRIGGERING TWIGGER 
Texas video test gets a new brushless 
dentrifice off to a fast start in sales 


Publisher’s Letter 


Report to the readers 


Letters to the Editor 


The customers always write 


Tele-scope 
What's ahead behind the scenes 


Business Barometer 
Veasuring the trends 


Newsfront 
The way it happened 


On Film 


Roundup of news 


51 Spot Report 
Digest of national activity 
59 Washington Memo 
Tv and Capitol Hill 
61 Wall Street Report 
The financial picture 
69 Station Directory 
Quick guide to tv stations 
81 In The Picture 
Portraits of people in the news 
82 In Camera 


The lighter side 





NEW 


CHARLIE 
CHAN 
SELLS! 






78 markets snapped up in first 
six weeks! Coca-Cola in Atlanta! 
NBC O-&-O in Los Angeles! 
Dixie Beer! Bowman Biscuit! 
Prescription 1500 in 10 markets! 
J. Carrol Naish, the NEW 
Charlie Chan, “the best ever 
to do the role.” See it today, 
and you'll have to agree the 
new CHARLIE CHAN sells! 





Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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r & 
the more you compare balanced programming, 


audience ratings, coverage, or costs per thousand— 


or trustworthy operation—the more you'll prefer 


WAVE Radio 
WAVE-TV 


LOUISVILLE 
NBC AFFILIATES 
NBC SPOT SALES, EXCLUSIVE NATIONAL REPRESENTATIVES 


WFIE-TV, Channel 14, the NBC affiliate in Evansville, 
is now owned and operated by WAVE, Inc. 





| Television 


Publisher 
S. J. Paul 
Editor 
Art King 
Film Editor 
David Yellin 
Associate Editors 
Daniel Richman 
Bill Greeley 
Assistant News Editor 
Jonah Gitlitz 
Washington Correspondent 


David Stewart 
— 


Eastern Sales Manager 
Don Kuyk 
Advertising Representative 
Al Parenty 
Production Director 
Fred Lounsbury 
Advertising, Sales Service 
Lee Sheridan 
Circulation Director 
H. C. Gainer 
Reader's Service Dept. 
Marcia Krinsley 
Business Office 
G. S. Smith 
Chicago Office 
333 North Michigan 
Tel: FRanklin 2-7100 
West Coast Representatives 
Duncan A. Scott & Company 
San Francisco: Mills Building 
Garfield 1-7950 
Los Angeles: 1901 West 8th Street 
Dunkirk 8-4151 





Member of Business Publications 
Audit of Circulations, Inc. 
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Second class mailing privileges authorized at 
Philadelphia, Pa. Copyright 1957 by Televi- 
sion Editorial Corporation, 444 Madison Ave., 
New York 22, N. Y. The entire contents of 
TELEVISION AGE are protected by copyright in 
the U. S. and in all countries signatory to 
the Bern Convention and to the Pan-Ameri- 
can Convention. 


WKRG-TV LEADS THREE WAYS 


No matter how you measure it, WKRG-TV is number one by a large 
margin in this Billion-Dollar Market. 


Report number two shows WKRG-TV leading 


NIELS ER in every department . . . covering 33 to 26 


counties for Station “X”, with 45,000 extra 
homes in Channel 5’s area. 


A R W (Feb., ‘57) WKRG-TV leads 281 to 150 in 
” 7 - measured quarter-hour segments. At night, the 
lead is 139 to 59! 


Pp U L S t Telepulse (Sept., ‘56) shows WKRG-TV leading 


in 275 quarter-hours to 171 for Station “X”. 


HERE’S THE BILLION-PLUS MARKET 


Within the area of WKRG-TV’s measurable audience lies 1,258,000 
people . . . 336,000 families with a Consumer Spendable Income of 
$1,467,000,00G and Total Retail Sales of $1,060,054,000 (all based on 
latest published SRDS figures). 


Even if ratings were equal, which they aren’t, here is the Coverage- 
Bonus WKRG-TV gives you in Big, Billion-Dollar Mobile: 








Total 
Population Families C.S.1. T.R.S. 


1,258,000 336,000 $1,467,000,000 $1,060,000,000 
1,087,000 290,000 1,316,000,000 954,000.000 
161,000 46,000 $ 151,000,000 $ 106,000,000 

















Reps: 
Avery-Knodel 


@ WKRG-TV 
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Best of Show 





=| Like a prize-winning Afghan, each WKY Television System station inherits 
| attributes that make it clearly outstanding. The same leadership that made 
great stations in Oklahoma City has now created stations equally dominant 
| in Montgomery and Tampa -St. Petersburg. 


Best of shows, best of public service, best of facilities—these are the 
factors that make WKY Television System stations your logical choices 


in the markets they serve. 


THE WKY TELEVISION SYSTEM, INC. 





WTVT WKY and WKY-TV WSFA-TV 
Tampa-St. Petersburg Oklahoma City Montgomery 





* al 





Represented by the Katz Agency 
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MEREDITH 
SYRACUSE 
TELEVISION CORP. 





WHEN-TV 


Now Operating at Maximum Power of 316,000 Watts. 


101 couRT STREET, SYRACUSE 8, NEW YORK 


Hunting season opens this month in Upstate New York. 
I hope you have your reservations in early for our lush Channel 
8 covet: 


Nimrods will be stalking oUF area from dawn until sign-off 
taking pot- shots at every availability that sticks its neck out. 


Even the amateur scattershooter® arrive expecting to get 
their daily limits. Last year > complete novice using a full- 
choked, single-barrel rate card bagges > prace of tender» 
tailed minutes and a whole covey of juicy ID's his first time out. 


Game experts from poth Abercrombie & Fitch and Dun & 
Bradstreet claim that our local abundance of food and shelter 
give us as plush 4 preserve as exists anywhere: 


Rich as this country is we do suggest that you hire 4 
May I recommend Fred Menzies, our commercial 
Both know the territory well, have 


licensed guide. 


manager» or the Katz Agency: 
compasses and will travel. 
? Cordially» 
Paul Adanti 


Vice President 


FILIATED WITH BETTER HOMES AND GARDENS AND SUCCESSFUL FARMING MAGAZINES 
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MEREDITH STATIONS 
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Letter from the Publisher 


Network Sweepstakes 


While it is too early to draw any broad conclusions on the out- 
come of the network program sweepstakes, the early Trendex re- 
turns pretty much substantiate the predictions on fall and winter 
network competitive programming status. 

ABC has made the anticipated impact on the entire network 
program structure. Its additional outlets in important markets 
have made the network basically competitive with CBS and NBC. 

NBC is considerably stronger than it was last year. 

CBS, while still retaining an over-all lead, has had that lead 
whittled down by the strength of the other two networks. “In 


Here’s Why 
It’s 


KQTV 


for Northwest lowa 


KQTV. 


view 


Algona, Iowa 85% 





The complete results of the positions of the three networks will 
not be discernible until early December when the Nielsen report 
for the period is released. In the meantime, this much can be 
said: the intensified competition is a healthy harbinger for the 
entire industry, since it has already increased tune-in. Both day- 
time and nighttime viewing are up over last year. But before 
the Cassandras start wailing, this, too, can be said: since ad- 
vertisers are experimenting with more new programs this season 
than ever before, there is going to be a high mortality rate of 
those shows which do not make the grade. 


Spot Quickens 

The spot business, which got off to a sluggish start the first part 
of September, came alive the latter part of the month. Several 
stations report to our Business Barometer that they are slightly 
ahead of last year. Others report they are five to 10 per cent 
behind. There is no question but that the rate increases in the major 
markets have effected the use of spot tv in the intermediate and 
smaller markets. However, here again, there is no general pattern 
as to the methods and techniques of buying. Spot always has been 
and always will be tied into the marketing problems of the individ- 
ual advertiser. Outside of the top 10-20 markets, no spot list 
follows the chronological market rank. This means harder and 
more aggressive selling on the part of each station. Here are 
two interesting examples: 

A station in the east lost the P&G business. Instead of doing 
anything about it, the station sat back and complained about the 
unhappy fate of a station in an intermediate market. 

Another station in the southwest in the over-200 market category 
was also threatened with the loss of the P&G business. It put to- 
gether a most effective presentation and placed the facts and figures 
before all of the P&G agencies and to the advertiser as well. The 
net result of this effort was that the station retained the business. 
Most stations are resolved that in the months to come they are 
going to have to sell and sell and sell. It is the oldest adage in the 
business that you have to make the calls to get the results. 


Toll Tv 


Toll tv seems to be headed for Congressional action. Each time 
the FCC inches toward action on subscription tv, it is unsure of 
its ground. Whether the commission has the authority to pass on 
toll television is rightfully a matter for Congressional decision. 
Since toll tv involves a revision of the broadcast structure, it 
should require an amendment to the Communications Act. 


Cordially, 


Sy. eck 





KQTV is the NBC station we rely 
upon. I supervised the Continuing 
Certified Sidewalk Survey* and I 
know it is accurate.” 
Dr. Cameron C. Shierk, Mayor 
Algona, lowa 


Put your advertising dollars — 
where they, count — on KQTV- 
NBC for Northwest lowa. 





Algona 40 air miles Fort Dodge 


KQTV 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E. Pearson Co. 


*The C. C. S. Survey certified by mayors, 
councilmen, chiefs of police, as of Sep- 
tember 21, 1957, covers 9 counties, 22 
towns, shows 43,926 KQTV homes. (Omits 
6 counties from which KQTV receives 
mail) 
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HERE’S 
THE STORY 
IN A 
YOU-KNOW-WHAT!! 





No doubt about it, there’s many a truth spoken in gist. CNP’s philosophy 
can be spelled out very briefly: 

We believe in Planned Production. With our ‘‘Boots and Saddles—the Story 
of the Fifth Cavalry” just released for syndication, we’re well on the way to completion of our 
next series, ‘‘Union Pacific.” And the cameras are set to roll on yet another series. Continuity 
of effort like this is why we have and hold some of the best creative people in the business. 

Our production plans are our own, We have full confidence in the continued 
growth of non-network television, and we have undertaken to supply its program needs on a 
regular basis. The result: film of far greater quality per dollar invested than is possible in an 
intermittent, piecework, patchwork operation. The beneficiaries: non-network advertisers, broad- 
casters, the public, and us. 

Our creative decisions are our own. We believe that tailoring a series to 
the assorted demands of all potential customers only leads to the kind of programming that’s 
best described as corned beef hash. 


Our timing is our own. When we produce a new series, it’s because our own 


best creative judgment tells us that a series is ripe for the making —not because a ‘‘pilot film” 


has lured enough advance sales to underwrite any part of our negative costs. 

We don’t create consumers and we don’t create advertising. We do create 
entertainment that energizes consumers for advertising. And because CNP production doesn’t 
wait on sales, temporary fluctuations, or other people’s opinions, we’ll always be ready, as we 
are right now, with prime syndicated TV film product to meet the growing needs of an expanding 


Non-Network Market. That’s the CNP story in a nutshell. nec TELEVISION FILMS A DIVISION OF 


CNP 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 








Meet Jim Richdale 





Experienced . . . Jim was literally “brought up” in broadcasting . . 

first in radio and for the past ten years in television . . . salesman, 

commercial manager, general manager. 

Friendly . . . popular . . . a civic leader . . . Jim, like KOTV is 

in close touch with Tulsans. He knows what they want . . . their likes and dislikes 
. . and how best to serve them. 

Jim is one of the important reasons why KOTV dominates 

the rich Tulsa market and consistently has more viewers in that 


market than all other stations combined.* Represented by Petry. 
*Toral week (ARB 5/57 & NCS #2) 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa « KGUL-TV Galveston, serving Houston e WANE & WANE-TV Fort Wayne e WISH & WISH-TV Indianapolis 
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Tv Technique Bad? 


. the present manner of putting 


on shows. .. . is unforgivably bad. The 
announcers all yell their fool heads 
off, and if you tune them down (pro- 
vided you can reach the knob in time) 
then the entertainers are scarcely audi- 
ble. . . . Another vile offender is the 
background music. It not only runs 
most of the time, but it is usually so 
mixed up with the conversation that 
you can’t tell what is going on. In 
quizzes, like the $64,000 Question, the 
orchestra seems to have to let. go a 
lusty blast between all questions and 
answers. .. . Then, of course, there are 
the atrocious “sound effects.” If the 
action is in the streets, the grind of 
traffic is incessant and loud. Although 
modern cars get under way without 
much racket, in tv all cars sound like 
Model T Fords. . . . I have tried writ- 
ing the advertising agencies of some 
of the worst offenders, but they didn’t 
seem to know what I was talking 
about. I wrote direct to the advertising 
manager of one of the big cosmetic 
houses. He was sorry the “others” 
made such a mess of their shows! 
Have you any suggestions? 
Claude Schaffner 
Claude Schaffner Advertising 


New Haven, Conn. 


Note: Any comment? 


Public Service 

. . the public service report . . . was 
extremely well done and I hope that 
other stations will read it and get on 
the bandwagon with some of us who 

are again “pioneering.” 
Tuomas P. CHIsMAN 
WVEC-TV 
Norfolk-Hampton 


I think that you are performing 
great service in devoting as much 
space as you are for your periodic 
public service reports. 

These articles are not only impor- 
tant because they circulate information 
on how the industry is discharging its 


responsibility to the public, but I am 

sure that they will prove a stimulus 

and a practical aid to stations in this 

field of programming. I feel confident 

that all of us would want to encourage 

you to continue and to develop this 
feature in your publication. 

Ewald Kockritz 

Vice President, 

Director of Programming 

Storer Broadcasting Co. 

Miami 


Age of Television 

Tucked into your September 9, 1957 
issue is just about the greatest one- 
page description of television I’ve ever 
read—“The Age of Television” and, 

what’s more, it’s true. 
Martin Katz 
Sales Development 


Blair-T} 


Shades of Kukla, Fran and Ollie 

I remember “Stud’s Place”; your 

writer didn’t. It was never “Stud 

Terkle’s Tavern.” (“An Era Passes.” 
Newsfront, Tv AGE, Sept. 9, 1957.) 

Yours for Chicago style. 

Hat Davis 

Vice President 

Grey Advertising Agency 

New York City 

Note: Thanks for setting us straight. We're 

doubly happy—first to have our misty mem- 


ory jogged, and second that the correction 
came from a broadcasting veteran. 


Gross-Krasne and the Yellow 
Pages 

We read with considerable interest 
the well-written article titled “Syndi- 
cation Hits the Comeback Trail” 
which was printed in the August 26 
edition starting on page 33. It was, 
indeed, very much worthwhile. How- 
ever, and with some concern, we did 
note the absence of an opinion from 
one of the most successful produc- 
tion and distribution teams in the busi- 
ness—Gross-Krasne, Inc. 

Just in case it might have missed 
your attention, we want you to know 
that we are still in business—and 
still at the same stand. The enclosed, 
which enjoys the widest circulation 
of any publication west of New York, 
will attest to this fact. (Enclosed, 
a copy of the Los Angeles Classified 


(Continued on page 68) 





NIGHTTIME 


WSAZ-TV 


DELIVERS 1000 HOMES 
BETWEEN 

7:30 and 10:30 P. M. 
FOR $1.30 


The second station’s 
cost per thousand 
homes is $2.39 

84°. Higher 


The third station’s 
cost per thousand 
homes is $5.42 


317°o Higher 


AND ANYTIME 
WSAZ-TV delivers 
ONE THIRD more 
total homes than 

both other 
Huntington-Charleston 
Stations COMBINED 


Source June 1957 ARB 


figure bo 3 - 


\-CHARIESTON Ww VA 
et onlealnt tal 
-Cc. NETWOR 


PP PP PPP PPP PPPP PPP 


CALL YOUR KATZ MAN 
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FAST AS EVER: 
































GENE AUTRY, America’s favorite 
cowboy, never slows his pace. 
He keeps on passing competition. 


In four-station Chicago, where 
his syndicated series is in its Gth 
consecutive year, GENE AUTRY is 
consistently first in his evening 
time period (Gene’s current rating 
is 19.3, according to Telepulse). 
Cleveland, Phoenix, Buffalo and 
Minneapolis-St. Paul, to mention 


just a few outstanding spots, 
report —r crack keer = 
. beak oe Tye reasgp eh ttle esterns _ 
Pe oe “. bY us ee ae % are erie’ favo apn Ht 


: : . | fare: dp-rated among all half-hour 

. , a network program types)" .- Sean 
- | 9 PW ean Tt Motta F for dollar; THE GENE AUTRY 
i s, ar “* “al SHOW, 91 fast-ridi®half-hours 
—_ ed 2 er Se specially for ‘Wievision.. 
: Filyi g A Pictures, is the finest 
stern film entertainment your 
ertisine ey can buy. 4 


“CE S TELEVISION FILM SALES, INC. 




















' F = a = © r+-the best film programs fer all stations” 
hi - New York, Chicago, Los Angeles, 
, Detroit, Boston, San Francisco, 


St. Louis, Dallas, Atlanta. Canada; 
S.-W. Caldwell, Ltd., Toronto. 
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KPRC-TV 


You get a 
lot to like 


—power 
—coverage 
—flip-top sales 


Here’s old-fashioned popularity in the new way to 
sell. The man-sized power gets clear through. The 
smooth operation performs without a hitch. Works 
fine but doesn’t get in the way. The modern viewpoint 


produces flip-top sales everytime you use it. 


JACK HARRIS JACK McGREW EDWARD PETRY & CO. 


Vice President and General Manager Station Manager National Representatives 





KPRC-TV 


CHANNEL 2 


HOUSTON 
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Lestoil Technique 

The triple-A chain break, the Classes A and double-A 
are giving in to a new kind of spot buy. Reports are that 
advertisers are picking up fast on scheduling techniques 
of Adell Chemical for its liquid detergent Lestoil (see 
“Plant That Tv Built,” page 42). Lestoil is seen on every 
station in a market with saturation schedules in Class C 
and B times only. Contracts are for one year. Tri-Nut 
margerine, out of Donahue & Coe, is reportedly using the 
same method in New England cities and Cleveland with 
great success. 


Setting the Record Straight 

September release by Magazine Advertising Bureau, 
claiming magazine superiority in number as well as dollar 
value of advertising in 1956, omits entirely mention of 
national spot television. Release considers only newspapers 
and network television, although TvB figures for national 
spot have been generally accepted. Comparison shows 
magazines with 2,278 national advertisers, newspapers 
with 1,134 and network television with 286. National spot 
alone had 4,399 advertisers, and even if all of the 286 
mentioned for network were duplicated, the number still 
nearly doubles that for magazines. As to dollar volume, 
national spot totaled some $397,606,000 in 1956, which, 
added to the network total of $485,065,000, brings the 
national television total to $882,671,000—considerably 
more than the $669,333,000 estimate for magazines. 


Success Brings Imitators 

Adell Chemical’s president, Jacob L. Barowsky, is 
looking forward to an interesting battle in Detroit. Adell 
is moving into the market with Lestoil, its all-purpose 
detergent. Rushed onto the scene is a close copy of 
Lestoil in packaging and labeling. Lestoil has had earlier 
imitators, but none so close in bottle, label-copy and 
marketing strategy. Both products will be using saturation 
tv spot schedules on all Detroit stations. Adell’s president 
is waiting to find out, among other things, if the battle 
of spots will break a wide market for liquid detergents— 
possibly render tremendous sales for both products. 


No Advertising on Telemovies 

No advertising will be accepted by Video Independent 
Theatres for transmission on any of its telemovie (wired 
movie) hookups, according to Henry S. Griffing, president 
of the company that is now operating its system in 
Bartlesville, Okla. Around 800 Bartlesville homes are now 
either customers of the company or have applied for the 
service at the $9.50 monthly charge. Video Independent 
owns telemovie franchises in Oklahoma City, Tulsa, Lub- 
bock, Albuquerque and some 30 other southwestern cities. 


NTA Expansion Pians 
More extension is expected at National Telefilm As- 
sociates, Inc., now that the company has strengthened 


and enlarged its top-level executive structure (see On Film, 
page 47). At press time, NTA was in the process of com- 
pleting the purchase of WATV-WAAT-AM-FM Newark. If 
this anticipated transaction goes through, Ely Landau, et 
al, will then turn their attention to the purchase of a third 
tv operation (WMGM-TV Minneapolis was the first) in 
pursuit of the company’s announced intention of buying 


its full quota of seven television stations. 


Ten Success Stories 

Sales records of 10 companies which placed the major 
part of their advertising budgets in television are cited by 
TvB president Norman E. Cash in answering attacks from 
spokesmen for other media recently. List includes: Pruden- 


tial Insurance Co., percent of budget in tv 58.5, 1956 
sales $8,289,000,000, percent increase over 1955 33.9; 


Procter & Gamble, tv 77.2 per cent, sales $1.038,290,000, 
increase 8 per cent; Revlon, tv 73.4 per cent, sales $85,- 
767,641, increase 66 per cent; General Foods, tv 60.4 
per cent, sales $931,147,459, increase 13 per cent: Ameri- 
can Home Products, tv 79.5 per cent, sales $295,483,233, 
increase 26 per cent; Bristol-Myers, tv 60.5 per cent, sales 
$89,403,544, increase 18 per cent; Continental Baking, 
tv 66.9 per cent, sales $284,206,892, increase 17 per cent; 
Scott Paper, tv 58.9 per cent, sales $270,311,337, increase 
10 per cent; Gillette Co., tv 81 per cent, sales $200,714.- 
707, increase 14 per cent, and Heinz Co., tv 51.8 per cent, 
sales $262,425,046, increase 6 per cent. 


Lanolin Tests 

Lanolin Plus, Inc., is considering spot tv tests. The com- 
pany has recently gone over to a new agency, Kastor, 
Farrell, Chesley & Clifford, Inc., New York. At the same 
agency, there is also a possibility that Q.E.D. test spots 
will break soon. 


Sugar Refining Back 

California & Hawaiian Sugar Refining Corp. is back 
after a summer hiatus with ID schedules in 70 markets 
on the Pacific coast and in the midwest. Honig-Cooper 
Co., San Francisco, is the agency. 


Commercial Ratings Confirmed 

In a special study, the A.C. Nielsen Co. has validated 
a system of estimating ratings for tv spot announcements. 
The practice of using the average of the ratings of the 
preceding and following quarter-hours as the rating of 
the announcement “has been documented as a working 
tool by this study,” Dr. Leon Arons, TvB Research director 
announced. Results of tests for seven different schedules 
were 10:30 a.m., average of preceding and following quar- 
ter-hours 4.7, actual audiences 4.7; 12:30 p.m.. 7.4, actual 
7.3; 4:30 p.m. 7, actual 7.1; 6:30 p.m., 9.2. actual 9.7; 
8:30 p.m., 14.3, actual 14.7; 10:30 p.m., 14, actual 14.2, 
and 11:30 p.m., 8.7., actual 8.6. 
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Mark this market 


on your list... 





CENTRAL AND SOUTHERN ALABAMA is the home of 
1,000,000 people in 35 counties— one-third of 
Alabama’s population and retail sales! 

You reach this big and growing market only 
through WSFA-TV’s maximum-power VHF 
signal. You cannot cover it with any other TV 
station or combination of stations! 


Mark Central and Southern Alabama on your 
list...and buy it with WSFA-TV! 





WSFA-TV’s 35 Alabama counties * 


Ns 5 idvade ops ab seesadeedaeen 1,093,100 
or aia dy Sala eid $ 741,637,000 
Food Store Sales................. $ 184,927,000 
ee $ 21,859,000 
Effective Buying Income... ...... $1,062,690,000 


* Does not include 3 Georgia and 3 Florida bonus counties 


Source: Sales Management Survey of Buying Power, 


May 1957. 














Represented by the Katz Agency 
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Southern California 


Oklahoma 


TR ARR eer 
Scevmar AND SOUTHERN ALABAMA 


Central - West Coast Florida 
















MAJOR MARKET LIST 


Dallas - Forth Worth 

Los Angeles 

Oklahoma City 
eae = 

MONTGOMERY > 


RRR Pear cera 
ampa - St. Petersburg 


Cincinnati 
Chicago 


Philadelphia 


The WKY Television System, Inc. 

Y=TV and WKY Oklahoma City 
KY= 

WTVT Tampa - St. Petersburg 
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T.V. spot editor 


A column sponsored by one of the leading film producers in television 
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(Advertisement) 





SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


How to humanize roller bearings? Sarra makes them act! Via stop motion a Timken 
roller bearing rolls, then zooms into stirring shots of the product in-use . . . in planes, 
trains, farm equipment. A switchback to stop motion at the end underscores the 
Timken slogan: “At Timken, we have a word for it—betterness.” An exciting com- 
mercial that opens and closes the Timken show. Produced by SARRA in Eastman 
color and in black and white for The TIMKEN ROLLER BEARING CO. through 
BATTEN, BARTON, DURSTINE & OSBORN, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


Even a cracker can be dramatic—the Sarra way! In fact, the cracker is the entire 
cast in this 60-second Nabisco commercial which combines outstanding stop-motion 
sequences with high-key live action food shots. The artistry of this spot stems from 
startling lighting and optical effects achieved right in the camera to emphasize 
the “Golden Glow” cracker. Produced by SARRA for the NATIONAL BISCUIT 
COMPANY (NABISCO) through McCANN-ERICKSON, Inc. 

New York: 200 East 56th St. 

Chicago: 16 E. Ontario St. 


This third series of 20-second and 10-second commercials and 8-second I.D.’s, 
created by Sarra for Rainbo Bread and Colonial Bread, demonstrates once again 
the effectiveness of ingenious full animation. New musical arrangements of a well- 
established jingle make each of the five styles of animation used in this series real 
attention-getters. Another good example of commercials that sell the brand in an 
entertaining and memorable manner. Created by SARRA for CAMPBELL TAGGART 
ASSOCIATED BAKERIES, INCORPORATED. 

New York: 200 East 56th St. 

Chicago: 16 E. Ontario St. 


This is Sarra’s fourth series of spots for Schoenling Beer. This time, full animation 
sells the new theme—“Pass the good word—Schoenling.” The Schoenling character 
used in print media also stars in this series, while lively lyrics of a jingle help sell 
the “bouncing, bubbling, luscious brew.” Created by SARRA for THE SCHOENLING 
BREWING CO. through ROLLMAN ADVERTISING AGENCY, INC. 
New York: 200 East 56th St. 
Chicago: 16 E. Ontario St. 











Business barometer 
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In July local and spot television billings followed their normal pattern for the 
month. 





LOCAL BUSINESS 
The copyrighted Business Barometer Sept. © ‘ D jan. 57 1 ul 
shows local was down 5.7 per 
cent in July over billings 
in June, while national spot 
declined 8.5 per cent for the 
Same period. 








The decline in local was almost 
identical to the drop in July 
1956 when local was off 5.8 
per cent—a difference of 
only one-tenth of one per 
cent. 











In 1955 the July decline was only 1954-55 
2.8 per cent but in 1954 it 
was 7.2 per cent. A com- 
parison of changes can be 
made easily on the chart on 
this page. 











National spot's decline of 8.5 per 
cent in July may be compared 
with a drop of 13.2 per cent for the same month a year ago. In July 1955 
the spot decline was 5.5. 











As the second half of the year be- 
gins national spot appears SPOT BUSINESS 
firmer than it was earlier in ~“” ° 2 pti fob. @ Mt 
the year. As the chart shows 
the first half of 1956 with 
a stronger spot picture than 
the first half of 1957. 








1956-57 

Comparing the changes month by month 

Shows spot was off in January 

2.6 per cent, up in February 

4.3 per cent, up in March 11.4 

per cent, off in April 0.7 1955-56 

per cent and again in May 

1.2 per cent. June was down 

8.3 per cent. Adding the per- 

centages gives a plus of 2.9 60 

for the first six months of + 

1957. 





In 1956 January national spot was up 
2.5, February gained 15.5, 
March 11.0, April was off 
3.0, May up 4.9 and June off 
9.4. The total was a plus of = 
19.5. 





Although the expected drop in na- 
tional spot materialized in 
July it was so much less 
severe than last year that 
it may be considered a major 
gain. It would seem to indi- 
cate that August reports, when they are completed, may show a continuing 
gain for 1957 over 1956. 











The network billings report for July will appear in the Oct. 21 issue of the 
magazine. 
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AMA PAGIF 











Things happen on this show. Cast and cameras get 
up and go...underwater off Catalina... behind the 
scenes at Santa Anita...turtle-riding at Marine- 
land. Panorama Pacific is live television—live-wire. 


Pacific Coast audiences (and national advertisers) 
love it. Year-in, year-out, Pan Pacific is the Coast’s 





Procter & Gamble, Lyon Van & Storage, Maxwell 
House, Marlboro, Hills Brothers Coffee, Saran 
Wrap, Polaroid—the list is long and impressive! 

Go places yourself: the eight stations telecasting 
Panorama Pacific deliver 98.0% of total California 
television families and 85.6% of all Pacific Coast 
television families. For Pan Pac details, call the... 


CBS TELEVISION PACIFIC NETWORK 


Represented by CBS Television Spot Sales 





KFIZ-TV:25.5 
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40 per cent find movies best programs . . page 29 


Animated film shows tv success how, why . page 29 


Piel’s, Hamm’s again lead commercials . page 80 


Movies Better 


That desperation slogan of a few 
years back, “Movies are better than 
ever,” seems to have finally made it 
into the elusive realm of truth. 

That is, so far as the tv public in 
metropolitan New York is concerned 
—and also according to the commer- 
cial survey facilities of Alfred Politz 
and associates. 

For the movies-on-tv pioneer station. 
wor-Tv New York, Politz has con- 


Almost Everyone 
Watches Movies 


10,089,000 
people 

or 

88.3% 


of all 


New Yorkers 


over 11 


ducted an extensive survey of 1,000 
viewers in 17 counties. The viewers 
comprised a probability sample cover- 
ing almost 11.5 million people over 11 
years of age. Each respondent was 
asked about 80 questions, says WOR-TV, 
and interviews lasted about an hour. 

Taken from April 1 to 22 this year, 
the survey shows that almost all New 
York area viewers watch tv films and 
had seen at least one during the four- 
week period covered in questions. Ac- 
tual projected percentage was 88.3 per 
cent, or 10,089,000 viewers. 

Very close to 40 per cent of the 10 
million-plus viewers told interviewers 
that they found feature films on tv 
more enjoyable than other program- 
ming. Another 36.2 per cent found 
films about the same as other pro- 
gramming. This means that three out 


of four metropolitan viewers fall into 
one or the other category. 

More than 2 million viewers will 
take movies over all else. And, adding 
in those who will tune in to see a spe- 
cific film, the audience reaches more 
than 5.5 million. 


THREE CATEGORIES. Out of this 
vast feature-film audience, Politz di- 
vides viewers into three categories: 
frequent, several films a week; regular, 
one a week; occasional, less than one 
a week. 

Close to 60 per cent are frequent 
viewers. Another 19.2 per cent view 
regularly, and 21.1 per cent are occa- 
sional viewers. 

Without disclosing the survey spon- 
sor to respondents, Politz asked specific 
questions about five New York film of- 
ferings — wor-Tv’s Million Dollar 
Movie, the veteran prime-time multiple 
exposure program; WCBS-TV’s Early and 
Late Shows; wrca-tv’s Movie Four 
and the Famous All-Star Movie on 
waTv Newark. According to the sur- 
vey, WOR-TV’s offering was the first 
choice of more viewers than all other 
programs combined—45.2 per cent. 
The viewers who favored prime-time 
offerings ranged from 71.6 per cent to 


82.5 per cent. Both the Million Dollar 


Frequency of Movie Viewing 


BASE: Movie viewers in 4 weeks 


REGULAR 
(About once a week) 


OCCASIONAL 


(Less than once a week) 


mwvruron Mowefront 


1 See oe 


Movie and the Famous All-Star Movie 
are programmed in Class A and 
double-A times. 
Politz breaks down the vast feature- 
film audience into age, sex, income 
Enjoyment of Movies 


Compared With Other TV Programs 





BASE: Movie viewers in 4 weeks 


ess 
Bs: 


and geographical groups. By age: 20 
to 29, 1,726,000 viewers; 30 to 39, 2,- 
397,000; 40 to 54, 3,0280,000, and 
over 54, 2,535,000. 

The audience has 4,638,000 men, 
5,048,000 women and 1,734,000 teens. 

There are 6,460,000 city-dwelling 
movie viewers and 4,960,000 suburban- 
ites. But the percentage of suburban 
viewers per capita is higher. 


Tv Filled a Need 


at the 
portune of times. The post-war boom 


Television came most op- 
had increased the nation’s purchasing 
power. More people had more leisure 
time than ever before. 

A new means of communication, 
television was dynamic enough to move 
out the products of a rapidly expand- 
ing economy and exciting enough to 
interest the family and enrich their 
new leisure time, a new animated color 
movie, Depth Study, tells its viewers. 
Created by CBS Television and its sub- 
division, Terrytoons, Inc., the lively 
14-minute film does a factually sup- 
ported selling job for tv. 

“At first it didn’t seem to amount 
to much,” the movie points out. “Some 
. but the 
early broadcasters made it go. They 


said it would never go . . 


transformed it from the possible to 
the indispensable.” The record proves 
(Continued on page 79) 
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“Spot-I'V helps maintain sales 
at quota-level in each market, 


says Perry L. Shupert, 

Vice Pres., Miles Laboratories, 
reporting sales-effectiveness 
of KING-TV, Seattle-Tacoma 


You like the flexibility of Spot-TV,Mr.Shupert? | 


Yes, we use Spot-TV both for flexibility and for 
selling-power—especially controlled selling- | 
power. 





Controlled? In what way? 


Controlled to keep product-movement in step 
with sales-quotas in each market. For successful 
marketing today, it’s not only important to set 
realistic quotas but also to see that they are met. J 
So Spot-TV plays a big part in the marketing 
strategy on our major products. 





Do you feature them all on TV? 


At the proper season, yes. Our major products 
include Alka-Seltzer, One-a-Day Brand Vita- 
mins, and Bactine. Each has been brought to 
leadership in its particular field through air 
media. And Spot-TV enables us to hold that | 
leadership, area by area. 


How closely can you check product-movement? 


Very closely. Years ago the Market Research 
and Sales Departments established a system 
whereby sales-effectiveness could be measured 
in a given division and in a given market by 
cells, until the product reached the ultimate con- 
sumer, and we feel that everyone who has had 
a hand in bringing our products to the consumer 
should be properly compensated. 


= 


Dowholesalers and retailers welcome TV Spots? | 


Definitely. Because we have the precise knowl-| 
edge of movement of our stock, by package | 
size, we can determine at all times the extra} 
sales efforts. 


As to Sales-effectiveness of Spot-TV? 


Whenever we feel that any area merits extra[ 
sales effort, Spot-TV enables us to supply it 
economically. In the Pacific Northwest, for] 
example, our concentration on King-TV is} 
paying-off handsomely. I know at first-hand, 
because earlier this year I made a personal 
tour of that section. 










ONE OF A FULL-PAGE SERIES appearing 
regularly during 1957 in Food Field Re- 
porter, Drug Trade News, Automotive News, 
Advertising Age, and the business press of 
the television industry. 





PERRY L. SHUPERT, Vice President in Charge of Sales and Advertising, Miles Laboratories, Inc., Elkhart, Ind. Television's 
Al <9 T First Exclusive 
. * . “Jel . . - ;, 
For sales building availabilities on these major-market stations ...Call BL National 
Representative 





WABC-TV—New York 
WTVR—Richmond 











WBNS-TV—Columbus WBKB—Chicago WFIL-TV—Philadelphia WPRO.-TV—Providence WEWS—Cleveland KGO.-TV—San Francisco WFBG-TV—Altoona 
WDSU-TV—New Orleans | KING-TV—Secttle-Tacoma WXYZ-TV—Detroit WHDH-TV—Boston WIIC—Pittsburgh WCPO.-TV—Cincinnoti KFJZ-TV—Doallas-Ft. Worth} KTVI—St. Louis 
WOW-TV—Omaha KTTV—Los Angeles KFRE-TV—Fresno WFLA-TV—Tampo-St. Petersburg | WNBF-TV—Binghomton WMCT—Memphis KGW-TV—Portland W4JZ-TV—Baltimore 











OFFICES: NEW YORK * CHICAGO + BOSTON °* DETROIT + ST. LOUIS * JACKSONVILLE « DALLAS * LOS ANGELES * SAN FRANCISCO * SEATTLE 
TEmpleton 8-5800 SUperior 7-5580 KEnmore 6-1472 WOod'rd 1-6030 CHestnut 1-5686 Elgin 6-5570 Riverside 4228 DUnkirk 1-381) YUkon 2-7068 Elliott 6270 
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Some $160 million 


of tv’s total time sales 


o-op advertising, that joint effort of manu- 
C facturer, distributor and dealer to promote 
the merchandising of a product, is the fastest- 
growing segment of television today. 

Only a year ago, when TELEVISION AGE con- 
ducted a survey of co-op advertising, it was found 
that while the long-established co-op principle 
was welcomed by other media and was an im- 
portant factor in over-all totals, television was 
not getting its fair share of cooperative billings. 
And television, it was decided by experienced 
marketing executives, had only itself te blame for 
its failure to rank high in co-op business. Very 
few salesmen, these students of television be- 


this year will be from 


cooperative advertising 


agreements 


Growing co-op 


lieved, were going out to sell co-op billings for 
tv, while print media salesmen were profiting 
from their years of experience in selling, and 
the advertiser's years of buying, co-op. 

That situation has changed during the past 12 
months. And it is continuing to change at such 


a rapid pace that it may be a question of only 


a year or two before television co-op is as im- 
portant to the over-all billings of the medium as 
newspaper co-op is in that field. 

Today an estimated one-fifth of all advertising 
is placed cooperatively. Since the total of all 
advertising is in the neighborhood of $10 billion, 
this means that co-op comes to about $2 billion 
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annually. 

In television a year ago it was esti- 
mated that only 10 per cent of billings 
were placed cooperatively. Since rev- 
enue from time sales (not including 
talent and production costs) totaled 
around $870 million last year, co-op 
came to around $87 million. 

Today the picture is different. The 
interest in co-op television advertising 
has grown until an estimated 15 per 
cent of all billing is placed on a co-op 
basis. If the Tv AGE estimate of $1,066 
million in total tv time sales is reached 
this year, it means that around $160 
million of that total will be paid for 
with co-op money—a tremendous in- 
crease for so short a period of time. 

Reasons for this growth are many. 
Most important seems to be the en- 
couragement which co-op advertisers 
have received during the past year 


Tv Co-op 
Advertisers in 


the U.S. 


The following list of almost 400 adver- 
tisers include advertisers who cooperate 
in one way or another on local tv ad- 
vertising. While the list is extensive, it 
is by no means complete. The com- 
mercial tv material that advertisers 
make available and the method of di- 
viding the costs are listed in that order. 
60/40 for example means the manufac- 
turer pays 60%, the dealer 40%. In 
many cases, the only provision for 
splitting the expense is a flat percent- 
age allowance on dealer or distributor 
purchases. While information here came 
from authoritative sources there may be 
cases where data no longer apply be- 
cause of changed company policy or for 
some other reason. Co-op ordinarily 
means funds for tv time costs but in 
some cases it applies to production costs 
as well. For further information go to 
your dealer or to the TvB. Direct com- 
munication with the manufacturer is 
not advisable. 


AGRICULTURE 
Clay Equipment Corp. (farm equip- 
ment). No film. Co-op 50/50 for dealers. 














Co-op and TVB 
The Television Bureau of Ad- 
vertising Cooperative Advertising 
Department has gathered a great 
deal of detailed 


about practices and policies of 


information 


advertisers using television on a 
cooperative basis. The depart- 
ment is under the direction of 
Lisa Gentry. For further informa- 
tion about co-op advertising the 
editors of TV AGE suggest con- 
tacting Miss Gentry at the Tele- 
vision Bureau of Advertising, 


444 Madison Ave., New York 22. 











from the stations themselves. Spurred 
by help from the Television Bureau of 


Advertising and by the attractive pic- 


Minneapolis-Moline Corp. (farm equip- 
ment). Films. No co-op. 

Whitney Seed Co., Inc. Slides. 
50/50 based on purchases. 


ALE, BEER, WINE 
Carling Brewing Co. Films, slides, scripts. 
No co-op. 


Co-op 





Falstaff Brewing Corp. Films, slides, 
scripts. No co-op. 

E. &. J. Gallo Winery. Films. No co-op. 
Genesee Brewing Co. Willing to co-op if 
requested, 

M. K. Goetz Brewing Co. Films, scripts. 
No co-op at present. 

Peter Hand Brewery. Films, slides, scripts. 
Co-op by agreement based on purchases. 
Miller Brewing Co. Films. Co-op 50/50 
with distributor. 

Pabst Brewing Co. Films, scripts. Co-op 
50/50 by agreement. 

West End Brewing Co. Films, slides, 
scripts. Occasional co-op by agreement on 
50/50 basis. 


AUTOMOTIVE 
Armstrong-Norwalk Rubber Corp. (auto 
accessories). Films. Co-op 50/50 up to 
2%4% of purchases. 

Chrysler Corp. Films, slides. Dealer co-op 
fund based on purchases. 

Dayton Rubber Co. (tires, auto acces- 
sories). Scripts. Co-op 50/50 up to 3% 
of purchases. 





ture of the millions of dollars that co- 
op advertisers were pouring into other 
media, television salesmen are now go- 
ing out after the co-op dollar. And the 
advertiser, in a great many important 
industries, has been meeting the tele- 
vision salesman halfway. 

Co-op offers the merchandiser many 
important advantages. The greatest, 
perhaps, is its promise of more time 
for less money, with the retailer adding 
his share to the dollars spent by the 
manufacturer and distributor. In ad- 
dition, it guarantees local tie-ins with 
the manufacturer’s national advertis- 
ing, offers an opportunity to fit the 
advertising appeal to the dealer’s mar- 
ket, stimulates the dealer to put more 
promotion behind the products he sells, 
helps secure new dealers and stimulates 
their interest in moving the advertised 
merchandise. 





Electric Storage Battery Co. Films. 
Firestone Tire & Rubber. Films. Co-op 
50/50. 

General Motors Corp. Films, slides, 
scripts. Dealer co-6p fund based on pur- 
chases. 

General Tire & Rubber Co. Films. Co-op 
50/50 up to 24% of purchases. 

B. F. Goodrich Tire Co. Films. Co-op 
50/50 by agreement, based on purchases. 
Lee Tire & Rubber Co. of New York, 
Inc. (automobile accessories). Films, 
scripts. Co-op 50/50 by agreement based on 
purchases. 

U. S. Rubber (tires & tubes). Films, 
slides. Co-op agreements vary. 


BUILDING MATERIAL, EQUIPMENT, 
PAINTS 

Acme Steel Co., Geneva Modern Kitchens 

Division. Films. Co-op 50/50. 

American Houses, Inc. (prefabricated 

houses). Scripts. Some co-op by special 

arrangement. 

American-Marietta Co. (paints). Films. 

Co-op based on purchases by arrangement. 

American Radiator & Standard Sanitary 

Corp., Plumbing & Heating Division. 

Films. Co-op 30% up to 2% of purchases. 

American Sta-Dri. Films. Some co-op by 

arrangement with distributor. 

Armstrong Cork Floor Div. Films, slides, 

scripts. No co-op. 

Armstrong Furnace Co. Films. 

Aveo Mfg. Corp. American Kitchens 
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Of course, co-op has disadvantages 
too, not the least of which is the neces- 
sity of complying with the Robinson- 
Patman Act, which is enforced by the 
Federal Trade Commission. This diffi- 
cult-to-put-into-practice and  often- 
criticized law requires that all dealers 
be given an equal opportunity to share 
in co-op funds. While proof of perform- 
ance is another television stumbling 
block, it does not prove more difficult 
for television than it has been for news- 
papers with their complex rate struc- 
tures and multiple editions. 

Television’s natural advantages as an 
advertising medium and its ability to 
show the merchandise at the same time 
it is being described seems to be the 
determining factors in most advertis- 
ers’ interest in encouraging co-op 
schedules among their dealers. Tv’s 
high record of sales per commercial is 













Division. Films. Co-op based on purchases 
can be arranged with distributor. 

Barreled Sunlight Paint Co. Films, slides. 
Co-op 50/50 by arrangement with distribu- 
tor. 
B&M Corp. (aluminum awnings and 
lawn umbrellas). Films. Co-op up to 3% 
of purchases. 



























Burgess Ince. 


Films. 


Vibrocrafters, (tools). 
Crane Co. (plumbing & heating ma- 
terials). Films, slides. Co-op 50/50. 
DeWalt, Inc. (saws). Films. Co-op up to 
$5 per machine purchased. 

Dutch Boy Paints. Films. Co-op 50/50 with 
distributors up to 2% of purchases. 
Fairbanks, Morse & Co. (hardware). 
Films. 

Jones & Brown, Inc. (plastic tile). Films, 
scripts. Co-op 50/50 based on purchases. 
Lennox Industries Co. Films. 

Luminall (interior wall finishes). Films. 
Co-op 50/50 based on purchases. 

Magna Power Tool Co. Films. Co-op 50/50. 
Miller Metal Products, Inc., Beautycraft 
Kitchens Division. No films. Co-op up to 
50/50 by agreement. 

Mullins Mfg. Co., Youngstown Kitchens 
Division. Co-op by agreement with distribu- 
tor. 

National Ch 1 & Mfg. Co. Films. 
National Gypsum Co. (Gold Bond 
paint). Films, slides. Co-op 50/50. 












perhaps even better for locally spon- 
sored co-op advertising tailored to the 
locality than it is for campaigns aimed 
at the nation at large and consequently 





One of the commercials for Kelvinator 
which has had wide exposure. 


loosely cut to fit an average audience 
rather than a regional one. 


Co-op interest varies greatly in dif- 


National Homes Corp. Films. No co-op. 
National Lead Co. Films. 

The O’Brien Corp. (paint). Films. Co-op 
50/50 by agreement with distributor. 

John Oster Mfg. Co. (hardware). Films. 
Pittsburgh Plate Glass Co., Paint & 
Brush Division. Films. Co-op 50/50. 
Porter-Cable Machine Co. (tools). Scripts, 
storyboards. Co-op based on purchases. 
Republic Steel Corp. (Truscon steel). 
Films. 

Reynolds Metals Co. Slides, scripts. Co-op 
by agreement up to 5% of purchases. 

F. C. Russell Co. (Rusco storm & screen 
doors). Scripts. Co-op 50/50 by agreement 
with distributor. 

(tools). 


Shopmaster Inc. Films. 


50/50. 
Storm Windows of Aluminum, Inc. No 
films. Co-op 50/50 up to 2% of purchases. 


Co-op 


Speed Products Co. (Swingline staples). 

Films. Co-op 50/50 up to 10% of purchases. 

Thor Power Tools. Scripts. Co-op up to 

50/50 based on purchases. 

U. S. Steel Corp., Homes Division. Films. 

Co-op 50/50 based on purchases. 

Valspar. Films, slides. Co-op 50/50 up to 

3% of previous year’s purchases. 
CLOTHING, FURNISHINGS, 

ACCESSORIES 

Adam Hat Mfgs. No films. 50/50 up to 

5% of purchases. 

Allen-Edmonds Shoe Corp. Films. Co-op 








ferent industries. Electrical-appliance 
manufacturers are nearly 100 per cent 
co-op boosters. Building-material, 
equipment and paint manufacturers 
like co-op. 

More and more clothing and ac- 
cessories manufacturers have one co-op 
plan or another. Food and grocery 
processors and distributors are show- 
ing more and more interest in this 


method of spreading their advertising 


budgets. 
These are only a few of the ex- 
panding group of tv co-op industries. 


advertisers 


400 


who offer some form of co-op included 


There are around 


in the list which accompanies this 
article. 

In an effort to clarify the policies in 
a number of important product classi- 
fications, TV AGE editors have contacted 
several hundred manufacturers inter- 





50/50 up to 5% of purchases. 

S. Augstein & Co. (Sacony fashions). 
No films. Co-op 50/50 by arrangement. 
Beau Brummel Ties. Films, scripts. No 
co-op. 

Berkshire Knitting 
Hosiery Division. 
Co-op 50/50. 

Blue Bell Inc. Films. 


Brentwood Sportswear. Films, scripts. No 


Mills, 


Material on 


No-Mend 


request. 


co-op. 

Burlington Mills (hosiery). Films. Co-op 
based on purchases. 

The B.V.D. Co. Films. No co-op. 

Cluett, Peabody & Co. (Arrow shirts). 
Films, slides. No co-op. 

H. Daroff & Sons, Inc. Films. 
Davenshire Inc. (Shire-Tex slacks). 
Films. No co-op. 

Desco Shoes. Scripts. Co-op 50/50 up to 
3% of purchases. 

Evans Case Co. Films. 

Flexees, Inc. (foundation garments, 
swim suits). No films. Co-op 50/50 up to 
5% of purchases. 

H. C. Godman Co. (shoes). No films. 
Co-op 50/50. 

H. W. Gossard Co. (corsets). Films. 
Hollywood-Maxwell Co. (bras, garter 
belts). Films, slides, scripts. Co-op 50/50 
up to 5% of purchases. 

International Shoe Co. (Accent shoes). 
Scripts. Co-op 50/50 up to 2% of purchases. 
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ested in television advertising. Taken 
industry by industry, some of their 
opinions and co-op policies are dis- 
cussed in the following paragraphs. 


Household Appliances 


Appliances for the home, particu- 
larly electrical appliances, form one of 
the oldest and most important tele- 
vision co-op categories. Strong tele- 
vision advertisers since tv was in its 
infancy, manufacturers in this group 
have always been quick to pick up at 
least part of the tv check. 

Typical of appliance-manufacturer 
policy is that of Westinghouse, which 
furnishes films and suggested scripts 
to distributors for use by dealers. 
“We will pay 50 per cent of the 
actual time cost incurred by the dealer 
on local television, subject to the ap- 
proval of the distributor,” says David 











International Shoe Co., Friedman-Shelby 
Division (Red Goose shoes). Films. Co-op 
50/50 up to 2% of purchases. 

International Shoe Co. (Star Brand, 
Trim Tread and Poll Parrot). Films. 


Co-op 50/50 up to 3 per cent of purchases. 


International Shoe Co. (Sundial shoes). 
Films. Co-op varies, up to 3% of purchases. 
International Shoe Co. (Winthrop 
shoes). Scripts. Co-op 50/50 up to 3% of 
purchases. 

F. Jacobson & Sons, Inc. (shirts, 
pajamas). Scripts. Co-op 50/50 up to 5% 
of purchases. 

Jantzen, Inc. (foundation and under 
garments). No films. Co-op 50/50 by agree- 
ment. 

Kramer Bros. (Trimfit hose and 
hosiery). No films. Co-op 50/50 up to 5% 
of purchases. 

Manhattan Shirt Co. Films. Co-op by 
arrangement with distributor. 

I. Miller & Sons Co. Scripts. Co-op based 
on purchases. 

A. E. Nettleton Co. (shoes). Slides. Co-op 
based on purchases. 

Palm Beach Co. (suits, etc.). No films. 
Co-op by agreement up to 6% of purchases. 
Peters (shoes). Films. 
Phillips-Jones Corp. (Van 
shirts). Films. No co-op. 


Heusen 


Revelation Bras Co. No films. Co-op 50/50 
up to 5% of purchases. 
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L. McDonald, manager of advertising 
planning for the company. “We will 
participate only on time cost and not 
on talent, production or other extra- 
neous charges,” he continues. “This 
policy is precisely the same for tele- 
vision and radio as it is for news- 
papers. Funds for tv time or 
newspaper space accrue to a distribu- 
tor and through him to his dealer, 
based on the purchases the dealer 
makes. These accrued funds are used 
to pay the Westinghouse share of 
dealer advertising.” 

At General Electric each depart- 
ment of the company decides on its 
own advertising policy. In the House- 
wares and Radio Receiver Division 
films are furnished to distributors and 
dealers. “We co-op on a 50/50 basis 
the cost of television time with our 
distributors and dealers,” M. M. Mas- 


terpool, manager of advertising and 
publicity, points out. In the Appliance 
and Television Receiver Division films 
are furnished, but the policy of 
sharing time costs is not followed. 
“In no way do we directly or indi- 
rectly or through special arrangement 
pay part of any television time costs,” 
says Dale O. Akridge, manager-ad- 
vertising for the department. 

Roto-Broil Corp. of America not 
only furnishes its dealers with film, 
scripts and copy but on-the-spot as- 
sistance as well. Louis Katz, vice 
president in charge of advertising and 
sales promotion, says: “In some in- 
stances, we do pay part of the tele- 
vision time cost. However, we do not 
base this on any set percentage. It 
depends on the account and the 
market.” 

Among other important electrical- 





Rivoli Corset Co. (girdles, foundations). 
No films. Co-op 50/50 up to 5% of purchases. 
Roberts, Johnson & Rand (shoes). Films. 
Rose Marie Reid (women’s swim suits). 
Films. No co-op. 

Sapphire Hosiery Corp. Films on request. 
Co-op 50/50 based on purchases. 

Sarong, Inc. (girdles). Films. Co-op by 
agreement up to 4% of previous year’s sales. 
J. P. Smith Shoe Co. (British Walkers). 
Films. Co-op 50/50 up to 2% of purchases. 
The Strouse, Adler Co. (foundation gar- 
ments). Co-op 50-50 based on purchases. 
Truval Mfgs., Inc. (shirts). Films. Co-op 
50/50 up to 5% of purchases. 

Max Udell Sons & Co. (men’s clothes). 
Scripts, slides. Co-op by agreement based 
on purchases. 

U. S. Rubber Co. (shoes). Film. Co-op by 
agreement. 

The Vassar Co. (girdles, bras). No films. 
Co-op 50/50 up to 5% of purchases. 
Warner Bros. Co. (women’s wear). 
Films. 

Wembley, Inc. (ties). Scripts. Co-op has 
been arranged in special promotions. 


CONFECTIONS & SOFT DRINKS 


E. J. Brach & Sons (candies). Scripts. 
Co-op by arrangement based on purchases. 
Campana Sales Co., Carlay Co. Division. 
(Ayds reducing candy). Films. Co-op. 
Chunky Chocolate Corp. Films, slides. 





Coco-Cola Co. Films, slides, scripts. Co-op 
under regular marketing agreement. 

Dr. Pepper Co. (soft drinks). Films. 
Co-op by agreement up to 85% of time costs. 
Charles F. Hires Co. (root beer). Films. 
Co-op based on purchases. 

Hollywood Brands, Inc. (candy). No 
films. Co-op by agreement, based on 
purchases. 

Miller Brewing Co. Films. 

Mission Dry Corp. (soft drinks). Films 
Co-op based on purchases. 

Nehi Corp. Films, slides, scripts. Co-op 
by arrangement. 

Pepsi-Cola Co. Films. Co-op by agreement. 
The Seven-Up Co. Films, slides, scripts 
No co-op. 

The Squirt Co. (soft drinks). Films, 
scripts. Co-op by agreement. 


CONSUMER SERVICES 
Commonwealth Edison Co. Films. Some 
co-op by special arrangement. 

Mutual Benefit Health & Accident Assn. 
Films. Co-op 50/50. 

Nationwide Insurance Co. Films. Co-op 
50/50. 

Roto-Rooter Corp. Films, slides, scripts. 
No co-op. 

State Farm Mutual Automobile In- 
surance Co. Films. Co-op by agreement. 


COSMETICS & TOILETRIES 
American Safety Razor Corp. Films. Co- 

















appliance manufacturers who have 
entered into co-operative agreements 
with distributors and dealers are RCA, 
Kelvinator, Carrier Corp., Cory Corp., 
Fedders Co., Frigidaire, Hoover, Hot- 
point, Proctor Electric Co., Servel and 
York Corp. 

Some of these co-op agreements 
have bound the manufacturer and 
distributor to pay as much as 75 per 
cent of- time costs, but the 50/50 di- 
vision is most common. (For more 
complete lists of firms in this and 
other product-group divisions offering 
various commercial help or co-op 
plans see lists on these pages.) 


Food and Grocery Products 

In co-op, as in all divisions of 
television advertising, one of the most 
important classifications is the food- 
and-grocery-product division. Many 


companies in this group have an es- 
tablished policy of a per-case advertis- 
ing allowance. While the practice is 
not usually called co-op by the ad- 
vertiser, it serves the same purpose 
and is dealt with as co-op in this 
article. In most instances, this fund 
is available for tv or any other medi- 
um which the distributor and dealer 
prefer. In some cases, special permis- 
sion to use television must be 
obtained. 

Several of the meat packers co-op 
with distributors and dealers by 
special arrangement. 

Rath Packing Co., as an example, 
furnishes films, slides and scripts for 
its dealers and distributors. “We have 
advertising contracts on Rath Chop- 
Ettes, Vac Pac Sliced Meats and 
canned meats (grocery-shelf items) ,” 
says L. H. Schnuth, Rath advertising 


manager. “Any earnings from these 
contracts may be applied against tv 
time based on the 26-time prevailing 
rates,” he adds. 

Swift & Co. has a number of mar- 
keting plans which include cooperative 
agreements and help for distributors 
and dealers on commercial announce- 
ments. Dealers for Swift products will 
know or can find out whether or not 
any of these co-op plans are available 
to them. 

Other packers with co-op plans in- 
clude Cudahy Packing Co., Groton- 
Pew Fisheries, Van Camp Sea Food 
Co. and Wilson & Co. 

Among canners, H. J. Heinz Co. 
has scripts available for television, 
and will, on occasion, allow dealers 
and distributors to use company com- 
mercials. “We do not pay directly for 
any part of television time costs or 




















op by arrangement based on purchases. 
Charles Antell (toiletries). Through barter 
arrangements with stations firm trades film 
for spot commercial time. Some of these 
spots are made available to Antell dealers 
and distributors by agreement. Films, slides, 
scripts are furnished by Antell. 

Armour & Co. (Household soap divi- 
sion). Films. Co-op per case allowance. 

The Barbasol Co. Films, slides. Co-op 
based on purchases, 

Hazel Bishop. Films. Co-op by arrangement. 
Block Drug Co. (Ammident toothpaste). 
Films, slides, scripts. Co-op by arrange- 
ment for special promotions. 

Coty Inc. (perfumes, cosmetics). Films. 
No co-op. 

Helene Curtis (toiletries). Films, scripts. 
Co-op based on purchases. 

Elizabeth Arden Sales Corp. Scripts. Co- 
op based on purchases. 

Max Factor & Co. (toiletries). Policy 
not set but some co-op has been reported. 
Dorothy Gray Ltd. Films. Co-op up to 
50/50 by agreement. 

Hudnut Sales Co. Films. Co-op based on 
purchases. 

Jacqueline Cochran, Inc. (cosmetics, 
perfumes). Will make films. Co-op 50/50 
by arrangement. 

The Andrew Jergens Co. (soaps). Films. 
Co-op allowance by case. 





Films, scripts. Co-op by agreement. 

Lady Esther. Films. Co-op based on pur- 
chases. 

Lee Limited (Sof-Set). Films. Co-op 50/50. 
McKesson & Robbins (toiletries and 
drug products). Films, scripts. Co-op 50/50 
by agreement. 

Norelco (shavers). Films. Co-op 50/50. 
Pacquin Corp. (toiletries). Films. Co-op 
up to 5% of purchases under special agree- 
ments. 

Remington Rand Division of Sperry 
Rand (electric shavers). Films, scripts. 
Co-op by agreement during special promo- 
tions prior to Father’s Day and Christmas. 
Revlon (toiletries). Commercials by special 
arrangement on occasion. Co-op by agree- 
ment based on purchases. 


DRUG PRODUCTS 
Anahist Co. Films. Co-op up to 5% of 
purchases. 
Block Drug Co. (Nytol). Films. Co-op by 
arrangement for special promotions. 
Bristol-Myers, Products Div. Films, slides. 
Co-op by special arrangement. 
Campana Sales Co., the Carlay Division. 
Films. 
Rexall Drug Co. Films. No co-op. 
Grove Laboratories. Films, slides, scripts. 
No co-op. 
Lambert Pharmacal Co. (Listerine anti- 
septic and toothpaste). Films. Co-op based 


The S.S.S. Co. Films, slides. Co-op by 
agreement up to 5% of purchases. 


Sterling Drug. Films. 
FOOD & GROCERY PRODUCTS 


American Bakeries. Scripts. Some co-op by 
arrangement. 
Atlantis Sales Corp. (spices). No films. 


Some co-op by based on 
purchases. 

Blue Plate Foods, Inc. (subsidiary of 
Wesson Oil & Snowdrift Co.) Slides, 
scripts. Co-op by 


purchases. 


arrangement 


agreement based on 
Bowman Biscuit Co. No films. Co-op by 
agreement based on purchases. 
Breast-O’-Chicken Tuna Inc. Films. Co-op 
based on case allowance. 

Burnham & Morrill Co. (baked beans. 
brown bread). Scripts. Co-op by agreement 
based on purchases. 

California Packing Corp. (Del Monte 
canned foods). No films. Co-op by arrange- 
ment based on purchases. 

Corn Products Refining Co. Films on 
request. Co-op allowance for dealer and 
distributor. 

Cudahy Packing Co. Films. Co-op based on 
case allowance. 

Duff Baking Mix Corp. Scripts. Some 
co-op for special promotions. 

CGorton-Pew Fisheries. Films. Co-op based 
on previous year’s purchases. 
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talent,” Mr. A. J. Adams, of the 
Heinz advertising division, explains. 
“However, dealers are entitled to an 
advertising allowance which is based 
on their purchases, and they may use 
this allowance for television expendi- 
tures,” he continues. Other canners 
with variations of co-op plans include 
Burnham & Morrill Co. (baked beans 
and brown bread), California Packing 
Co. (Del Monte canned foods), Corn 
Products Refining Co., Libby, McNeill 
& Libby, Thomas J. Lipton Co. and 
Stokely-Van Camp. 

The Kitchens of Sara Lee furnishes, 
films, slides and scripts for use by 
dealers and distributors. “Use of these 
materials is considered on an individ- 
ual basis, rather than on over-all set 
policy,” explains Kenneth A. Harris, 
advertising manager. 

Bowman Biscuit Co. allows a per- 


scripts. Co-op based on per case allowance. 


H. J. Heinz Co. (canned foods). Scripts, 
films by agreement. Co-op by agreement 
based on purchases. 

Hills Bros. Coffee. Scripts. Co-op by agree- 
ment based on purchases. 

International Milling Co. (Robin Hood 
flour). Films. Co-op by agreement. 
Junket Foods. Films, scripts. Co-op based 
on purchases. 

Kitchen Art Foods. Films. 

Kraft Foods Co. Films. 

The Larsen Co. (packed vegetables). 
Films, slides. Co-op allowance based on 
purchases. 

Libby, McNeill & Libby (foods). Scripts. 
Co-op based on per case allowance. 

Thomas J. Lipton, Inc. (tea, soups). 
No films. Co-op by agreement based on 
purchases. 

National Biscuit Co. Films. Co-op by 
agreement up to 1% of purchases. 

Pet Milk Co. No films. Co-op contracts by 
agreement. 

Quaker Oats (Aunt 
Co-op by agreement. 
Rath Packing Co. (meats). Films, slides, 
scripts. Co-op by 
purchases. 

Reddi Wip, Inc. Films. Co-op 50/50. 
River Brand Rice Mills. No films. Co-op 
based on purchases. 


Jemima) Films. 


agreement based on 





Sara Lee (food products). Films, slides, 





36 October 7, 1957, Television Age 


PT EY: 





centage for advertising. “We pay one 
per cent of any dealers monthly pur- 
chases, providing he furnishes proof 
of advertising, either newspaper, radio 
or television,” says H. G. Van Stone, 
of the Bowman sales promotion, plan- 
ning and service department. 
American Bakeries, which does have 
some agreements that permits adver- 
tising allowances on purchases, has 
had trouble in finding standards for 
television proof of performance. 
Blue Plate Foods, a subsidiary of 
Wesson Oil and Snowdrift Co., re- 
ports “very few requests from dis- 
tributors or dealers to supply films, 
slides or scripts.” However, “through 
a cooperative merchandising agree- 
ment available to all of our custom- 
ers,” explains W. F. Guinee, of the 
company, “we do pay at a fixed rate 
per case, providing required standards 





scripts. No co-op. 

Skinner Mfg. Co. (Macaroni, raisin 
bran). No films. Co-op by agreement up to 
5% of purchases. 

Star-Kist Foods, Inc. (tuna). Films. Co-op 
based on case allowance. 

Stokely-Van Camp (foods). Films. Co-op 
based on per-case allowance for purchases. 
Swift & Co. Films for some products. Some 
co-op by arrangement. 

United Biscuit Co., Keebler Biscuit Divi- 
sion. No films. Co-op up to 2% of 
purchases. 

Van Camp Sea Food Co. (Chicken of 
the Sea tuna). Films. Co-op based on 
allowance per case. 

Wesson Oil & Snowdrift Sales Co. No 
films. Co-op by agreement based on pur- 
chases. 

Wilson & Co. (canned meat). Films. Co- 
op available by agreement. 

GARDEN SUPPLIES & EQUIPMENT 
Fairbanks, Morse & Co. (power mow- 
ers). Slides. Co-op 50/50. 

Motor Wheel Corp., Duo-Therm Division 

(power lawn mowers). Films. Co-op by 
agreement with distributor. 


GASOLINE & LUBRICANTS 
California Oil Co. (Calso). Films, slides, 
scripts. Co-op 50/50 by arrangement. 
Cities Service Oil Co. Films, scripts. Co-op 
50/50 for distributors only. 


Continental Oil Co. Films, slides, scripts. 





of advertising have “been met.” 

Hills Bros. Coffee has scripts avail- 
able as a service to customers. “We 
do not pay directly any portion of 
television or radio time costs,” R. C. 
Wilson, vice president for advertising, 
says, “but do 
through a retail advertising agreement 


reimburse customers 


for advertising on a specified per- 
formance basis.” 


Confections and Soft Drinks 
While Hollywood Brands, Candy 


Division, does not furnish films, slides 
or scripts, it has “a cooperative ad- 
vertising contract in force throughout 
the United States” on its Home Pak, 
according to G. R. Edgar, advertising 
and promotion manager. This allows 
up to three per cent of net purchases 
upon satisfactory proof of perform- 
ance. 





No co-op. 

General Petroleum Corp. (gasoline, oil). 
Films, slides, scripts. Co-op by agreement, 
particularly in secondary markets, with com- 
pany paying one-third, distributor one-third 
and dealers one-third. 

Humble Oil & Refining Co. Films or 
slides on request. No. co-op. 

Quaker State Oil Refining. Corp. Films, 
scripts, slides. Co-op in special situations 
by agreement. 

Richfield Oil Co. Slides, films, scripts. Co-op 
50/50 based on purchases for previous year. 
Shell Oil Co. Films. Co-op 50/50. 
Sinclair Refining Co. Films. Co-op 50/50 
by agreement. 

Standard Oil Co. (California). Films. No 
co-op. 

Standard Oil Co. (Indiana). Films, slides, 
scripts. No co-op. 

Sunray Oil Co. Films, slides, scripts. Co-op 
from 25/75 to 50/50 by agreement. 


The Texas Co. Scripts. No co-op. 


HOUSEHOLD CLEANERS, POLISHES, 
WAXES 

B. T. Babbitt, Inc. (Bab-O & Glim). 

Scripts. Co-op based on purchases. 

Bostwick Laboratories. Inc. (Hep oven 

cleaner). Films. Co-op by agreement. 

The Cellowax Co. (waxes, cleaners). 

Film on request. Co-op allowance up to 

10% purchases. 


Dif Corp. (hand cleaner. 


cleanser). 
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De Soto commercial produced by 
Le Ora Thompson Associates 


Other candy firms that have entered 
into some form of cooperative adver- 
tising allowance include E. J. Brach 
& Sons and Campana Sales Co. 

Soft-drink companies generally co- 
operate with dealers and distributors. 

Coca-Cola has an extensive library 
of film spots which are used by bot- 
tlers. “For more limited use,” says 




















Films, slides. Co-op by agreement. 

Lehn & Fink Products Corp. (Lysol). 
Scripts. Co-op based on percentage of 
purchases. 

Noxon, Inc. (metal polish). Scripts. Co-op 
up to 5% of purchases. 


HOUSEHOLD EQUIPMENT, 
APPLIANCES 

Air-Way Industries, Inc. Films. 
Amana Refrigeration, Inc. Films. 50/50. 
American Motors Kelvinator Div. (ap- 
pliances). Films. Co-op by arrangement 
with distributor. 
American Radiator & Standard Sanitary 
Corp., Air Conditioning Division. Film. 
50/50 by arrangement with distributor. 







Armstrong Furnace Co. Films, slides. 
Co-op 50/50 by agreement. 





Blackstone (washers, ironers and dry- 
ers). Films. Co-op 50/50. 

Bell Portable Sewing Machine Corp. 
Films. 

Carrier Corp. (air conditioners, etc.). 
Films. Co-op 50/50 by arrangement. 













Casco Products Corp. (irons, appli- 
ances). Films. Co-op by agreement. 

Cory Corp., Mitchell Mfg. Co. Division. 
(air conditioners). Films, scripts. Co-op 
75/25. 

Consolidated Sewing Machine 
Films. 

Cribben & Sexton Co. (Universal gas 
ranges). Films, scripts. No co-op. 


Corp. 





E. G. Fritschel, of the Coca-Cola ad- 
vertising department, “we also pre- 
pare spot and ID slides and provide 
scripts for use by the local announcer. 
With reference to participation,” Mr. 
Fritschel continues, “if you are think- 
ing of the conventional ‘pay half’ ar- 
rangement so often used and so dear 
to the hearts of station time salesmen 
in selling dealers and distributors, I’m 
afraid that we would not qualify. 
Instead, we have a broad, over-all 
program of assistance for bottlers in 
activities under their marketing pro- 
gram.” Mr. Fritschel explains that 
this program is so “complex” that it 
is impossible to explain in a brief 
summary. Bottlers, however, may be 
expected to be familiar with the pro- 
visions under which they qualify. 
The Seven-Up Co. has films, slides 


and scripts for television, but does 
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Dominion Electric Corp. (grills) Scripts. 
Co-op based on purchases. 
Eureka-Williams Co. (air-conditioning 
and heating equipment). Slides. Co-op 
50/50 by contract. 

Fedders Co. (air conditioning). Films. 
Co-op up to 75/25 by agreement. 
Frigidaire. Films. Co-op 50/50 by agree- 
ment with distributor. 

Gibson Refrigerator Co. Films. Co-op 
50/50 through distributor. 

A. C. Gilbert Co. (electric fans, Dutch 
oven etc.). Films. Co-op based on purchases. 
Hamilton Mfg. Co. (automatic washers 
and dryers). Films. Co-op 50/50. 

Hobart Mfg. Co. Films. 

Hoover Vacuum Cleaners. Films. Co-op 
50/50. 

Hotpoint (refrigerators, freezers). Films, 
slides. Co-op 50/50. 

Ironrite, Inc. Films. Co-op by agreement. 
James, Inc, (dishwashers). Films. Co-op 
by agreement. 

The Lau Blower Co. (fans). Slides. Co-op 
by arrangement. 

Lennox Industries Co. (air-conditioning 
and heating). Films. No co-op. 

Lewyt Corp. (vacuum cleaners). Films. 
Co-op by agreement with distributor. 

Magic Chef (gas ranges). Films Co-op 
based on 2% of purchases. 

Manitowac (freezers). Films. Co-op by 
agreement. 








not have cooperative advertising, ac- 
cording to J. M. Thul, of the company. 

Nehi Corp. furnishes its franchised 
bottlers with television films, slides 
and scripts. “We have a participating 
arrangement with our bottlers,” says 
Francis E. Gorman, vice president for 
advertising, “but the percentage varies 
from market to market.” 

Pepsi-Cola has 10 and 20-second 
and one-minute film commercials 
available for bottlers. The Squirt Co. 
also has films and scripts and will 
pay for “varying portions” of co-op 
advertising by agreement with dis- 
tributors and bottlers. 


Household Cleaners, Polishes 


Gold Seal Co.., 
Wax and Snowy 


will furnish tv films and scripts. Says 


makers of Glass 
Preventive Bleach, 


(Continued on page 60) 





Maytag Co. Films. Co-op varies according 
to market. By agreement. 

McGraw Electric Co., Speed Queen Divi- 
sion. Films. 

Mitchell Mfg. Co., Cory Corp. Division. 
Films. 

Monitor Equipment Corp. (washers & 
dryers). Films. Co-op by agreement with 
distributor. 

Motor Products 
Films. Co-op 50/50. 


Necchi Sewing Machine Sales Co. Films. 


Corp. (deepfreeze). 


No co-op. 

Norge Sales Corp. Films. Co-op 50/50 by 
arrangement with distributor. 

Proctor Electric Co. (irons, toasters). 
Films. Co-op 50/50. 

Scoville Mfg. Co., Hamilton-Beach Co. 
Division. Films. 


Servel, Inc. (refrigerators, freezers, 


etc.). Films. Co-op 50/50. 

A. O. Smith Corp. (Permaglass water 
heaters). Films. Co-op 50/50 by agreement. 
Speed Queen Corp. (washers, dryers). 
Films. Co-op by agreement in some regions. 
O. A. Sutton Corp. (air conditioners). 
Films. Co-op 60/40. 

Sunbeam Corp. Films. 

Tappan Stove Co. Slides. Co-op 33/66. 
U. S. Air Conditioning Corp. Films. Co-op 
up to 50/50 based on purchases. 

Waring Products Corp. (Blendors, appli- 


(Continued on page 60) 
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Prototype 
for a 
syndicator 
































Robert D. Levitt 


ention the word “pilot” to the top 

brass at California National Pro- 
ductions and its NBC Television Films 
division, and they'll indulgently in- 
quire as to which kind you’re talking 
about—aircraft or harbor craft. Today 
there is no other meaning for the 
term at this National Broadcasting Co. 
subsidiary and its syndication sales 
arm; CNP has stricken the expression 
from the tv-film lexicon. 

In place of “pilot film” the word 
they’re using at CNP and NBC TV 
Films is “prototype.” And it’s a word 
that is much better suited to the com- 
pany’s basic philosophy and acceler- 
ated operations since Robert D. Lev- 
itt became president and a director of 
CNP last January, only six months 
after joining the organization. 

No devotee of semantics but a stick- 
ler for accuracy, the 47-year-old for- 
mer Hearst executive puts it this way: 

“*Pilot film’ has come to mean a 
sample of a film series that is shot 
and then peddled from ad agency to 
agency and from network to network 
in the hope of attracting a sponsor 
and air time. And, when these fail, 


Second result of CNP’s prototype filming is Boots and Saddles. 


Market for film is now mature, NBC Television Films executives believe 


H. Weller Keever Robert Cinader 


there’s still the big regional deal to 
gun for. Only after one of these is 
signed does the film producing or dis- 
tributing company feel confident of 
recouping negative costs on the pro- 
posed series, and it flashes the green 
light for full production. 

“To CNP, this procedure is abhor- 
rent. It represents lack of confidence 
in the essential artistry, skills and 
knowledge of our industry. It shows 
an indefensible indifference to the 
needs of individual stations and their 
local or regional advertisers. 

“In embarking on a new film ven- 
ture, we generally first make a test 
film. Then a temporary halt is called 
on shooting. There next follows a 
period of intensive study to determine 
how every element of story and graph- 
ics can be brought to optimum level. 
No sales effort is made until the ex- 
perimental episode proves the merits 
of the whole series. That first try at 
the camera thus in reality is a proto- 
type for a series.” 

Curiously enough, California Na- 
tional Productions and NBC Television 
Films are moving along at top speed 


Robert A. Anderson 


while traveling in reverse. The organ- 
ization believes in the production of 
tv film series of quality for first-run 
syndication, designed to answer the 
needs of local and regional advertis- 
ers, with possible sale to a network 
or national advertiser only an inciden- 
tal consideration—the reverse of what 
most syndicators do. 

CNP is not interested in making a 
pilot—or even prototype—of a series, 
shopping around for a fast sale to a 
network or national sponsor and, 
failing in this, then offering the local 
or regional advertiser what in effect 
is a reject. NBC Television Films lets 
national advertisers get a crack at 
CNP product after, not before, local 
and regional sponsors; it ignores im- 
mediate opportunities for sales in fa- 
vor of the long-range goal of a con- 
tinuous flow of quality film to supply 
the program needs of non-network 
television—and non-network advertis- 
ers—on a regular basis. 

“The non-network television market 
is now a mature market—and a con- 
stantly expanding market,” says Bob 
Levitt, “and film syndication can no 
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longer be considered as secondary 
programming. Syndication is definitely 
a primary market today. We're not 
going to fall prey to the cliches of 
the industry by thinking otherwise. 
This is a long-range proposition with 
us, based on a minimum of three 
new first-run films every 12 months. 

“In 1957 alone we will have in- 
vested several million dollars with 
complete confidence that there are 
plenty of sponsors all over the coun- 
try who want top quality, first-run tv 
film series and are prepared to pay 
adequate prices for them. To meet 
this demand—and also because CNP 
production doesn’t wait on the vaga- 
ries of sales—it’s our intention always 
to have one series in the can as well 
as the series being offered for sale. 
And only after we have satisfied the 
non-network demand will we make a 
series available to national advertisers 
or networks.” 

While no sales effort is made on 
any CNP project until the upper eche- 
lon has passed approval on the pro- 
totype and firmly decides to go ahead 
and make the entire series, when the 
sales ball is finally passed to NBC 


Television Films it drops into the 


Technicians at work on a scene for the submarine series, The Silent Service. 





hands of some 30 salesmen, each of 
whom is on fixed salary, plus ex- 
penses, unlike most other syndication 
firms, where the commission system 
prevails. 

“Sales plays a bigger role in syn- 
dication than in network operations,” 
says H. Weller (“Jake”) Keever, di- 
rector of sales for NBC TV Films. 
“Since there’s no national rating for 
syndicated shows, the number of mar- 
kets you’re in is the only basis of suc- 
cess, and you don’t get into a hundred 
or more markets if you’ve got a weak 
or disinterested sales force, no matter 
how great a series you're selling. 

“We like to think our sales staff 
is anything but weak and disinterested. 
We pick our salesmen carefully and 
then train them with the long-range 
idea of having them build careers at 
NBC TV Films, rather than just hold- 
ing down transient peddlers’ jobs. 
One result of that has been less turn- 
over of salesmen here than at any 
other syndication outfit in the busi- 
ness.” 

Last July NBC TV Films brought 
its salesmen together at the Greenbrier 
in White Sulphur Springs, W. Va., 


for a two-day conclave labeled “Syn- 





dication Shindig” by the company. 
In between a round of social and 
sports activities that alternated with 
business sessions, the salesmen learned 
of a new compensation system designed 
to augment their current earnings and 
of special transportation facilities to 
eliminate their daily travel problems 
in several sections of the country. 

“Our sales philosophy,” says Jake 
Keever, “has two parts to it, but it’s 
still relatively simple. Part one in- 
volves 90 per cent shoe leather, five 
per cent common sense and five per 
cent the yellow pages of the phone 
book. Part two concerns itself with 
creating a plus value—not only sell- 
ing a show to a client but also show- 
ing him how to use it to its fullest 
advantage. In carrying out this second 
part our men volunteer services that 
just begin, instead of end, with the 
signed order.” 

The first acid test of NBC Televi- 
sion Films’ newly avowed basic op- 
erating philosophy of viewing the 
non-network advertiser as “a _first- 
class citizen who merits first crack at 
first-class merchandise” came last 
spring with the launching of The Silent 
Service, a film series based on the 










































































wartime adventures of U. S. Navy 
submariners and the initial example of 
California National Productions’ con- 
cept of prototype filming. 

} The selling campaign for the series 
' started in March, and in only 24 days 
it had succeeded in achieving “network 





sale” status and in recouping produc- 
tion costs of about $1 million. “This, 
by more than matching the dollar 
effect of a network sale,” says Bob 
Levitt, “completely destroys the myth 
that the syndication market is a sec- 
| ondary one.” 
The first three weeks of availability 
saw The Silent Service sold in 75 
markets, including 17 of the top pop- 
ulation centers of the country. By 
May more than 120 markets had been 
| chalked up. with an assortment of 
buyers that included ice cream, beer, 
bread and spaghetti manufacturers, 
t car dealers, grocery-store chains, life- 
insurance companies, Alka Seltzer, 
Blue Cross, cigar and hair-tonic firms 





and appliance stores. 


et a 


In addition to its single-market 
placements, the submarine series reg- 
istered a substantial regional sponsor- 
ship deal with the Harold F. Ritchie 
Co., makers of Brylcreem, which car- 
ried the show into more than a score 
of markets in the south and southwest. 
The syndication sale marked a de- 
parture for Brylereem, which had 
previously relied heavily on spot an- 





nouncements and feature films. 

With The Silent Service gliding 
along smoothly, California National 
last summer began simultaneous shoot- 
ing on two more film series whose 
prototypes had passed the CNP test. 
One of these new series, Boots and 
Saddles—The Story of the Fifth Cav- 


alry, was offered for sale to non-net- 





Also still going strong is the documentary Victory at Sea. 


work advertisers in late July; the 
second, Union Pacific, though in pro- 
duction, is being withheld from the 
market until a later date, carrying out 
the Levitt principle of one new series 
in the can backstopping the one cur- 
rently being sold. 

Sales on Boots and Saddles have 
been matching those racked up by 
The Silent Service, according to Jake 
Keever, who further points out that 
the two shows’ sales records have been 
attained without benefit of extensive 
regional purchases and without “the 


(Continued on page 66) 





Frontier: from network to syndication. 
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Plant that tv built 


Jacob Barowsky 
breaks sales records 
by breaking away 
from staid marketing 


traditions 


he marketing strategy of Jacob L. 

Barowsky would curl the cone caps 
ot the Madison Avenue wizards. 

Mr. Barowsky is the president of 
Adell Chemical Co. Today (Oct. 7) 
Adell is holding open house at the 
new plant in Holyoke, Mass., that tv 
built. 

It would be more accurate to call it 
the new plant that tv and the ingenuity 
of Mr. Barowsky built. While the 
company has used strictly tv to put 
Lestoil, its heavy-duty liquid detergent, 
into the No. 1 spot in highly competi- 
live markets, it has done so while 
giving a good many of marketing’s 
sacred cows a swift kick in the teeth. 

Now hear this: 

Lestoil is on the air with saturation 
spots on every station in a market for 
two to four months before the product 
has any distribution at all. 

The spots are never seen in Class A 
or double-A time. 

All time contracts are for a whole 
year. 

And there is this “cardinal rule” of 
all copy: “Lestoil is better than noth- 
ing at all,” insists Mr. Barowsky. “It’s 
in a class all by itself.” No comparison 
copy is allowed. 

Adel! is a private concern. Sales 
figures for Lestoil are not available. 
But what is happening is reflected in 
these figures: in 1953, before tv, Adell 
shipped 9,000 cases of Lestoil; in the 
lone month of August this year, Adell 











shipped 200,000 cases of Lestoil. Les- 
toils labels are now ordered in lots of 
50 million, says Mr. Barowsky. 

This has all come about without 
benefit of point-of-purchase materials, 
introductory markdowns, coupons, 
samples or any of the standard mer- 
chandising gimmicks of new-product 
marketing. Prices are fair traded to 
the customer (37 cents a pint, 65 cents 
a quart) and prices to wholesalers and 
chains are the same (there is a 15-cent 
ad allowance on each case). 

Lestoil is far from a new product in 
the strict sense. The name Lestoil was 
registered by Mr. Barowsky in 1936. 
The first retail push was in 1940. 

In 1946, says Mr. Barowsky, Lestoil 
newspaper and radio advertising cov- 
ered all of New England. But it was hit 
and miss, and marketing was finally 
drawn back to western Massachusetts 
and Connecticut. 

It was February of 1954 before 
Adell made its first television buy. 
Lestoil went on the home station in 
Holyoke (WHYN-Tv, channel 55) with 
30 spots a week (the company has 
just contracted for its fourth year 
on the station, same schedule). 

This opening salvo was so successful 
that campaigns in New Britain, New 
Haven and Springfield followed in 
rapid order. In January of °55, Lestoil 
went on the air in Manchester, N. H., 
Portland, Me., Burlington, Vt., Bangor, 
Me., Mount Washington, N. H., and 
Plattsburgh, N. Y. 

The big move came in the fall of 
1955. Lestoil invaded Providence, R. I., 
buying saturation campaigns on both 
stations there. 

This was followed in March °56 
with a Boston campaign on the two 
stations. 

“In June of that year we got our 
courage up and moved into New York 
with $400,000,” says Mr. Barowsky. 











“Was it Tennyson who said ‘fools rush 
Vee aoe 

The first buy was WRCA-TV—28 spots 
a week for a year under the station’s 
bonus plan. Next came WCBS-TV, WABC- 
TV and WoR-Tv with similar year-long 
contracts. Lestoil is now on all New 
York outlets, WPIX and WABD having 
been added, with contracts totaling 
about $1 million. 

There was no distribution for the 
first three or four months. “We prefer 
it that way,” says Mr. Barowsky. “An 
unknown product in new areas just 
gathers dust on the grocers’ shelves. 
If no demand has been created, you 
have to take the product back anyhow. 
We go in and buy heavy saturation, 
then sit back and wait for the demand 
to be created.” 





Moving Into South 


Since the New York success, Lestoil 
has moved as far south as West Vir- 
ginia, and on July 1 the product was 
introduced in Cleveland. 

Most recent campaign is now getting 
under way in Detroit. The pattern is 
the same as it was at the outset in 
Holyoke and later in Providence, Bos- 
ton and New York, with one change. 
The number of spots a week has been 
doubled—almost 70 a week on the 
Detroit stations. But there will still be 





; no introductory deals, in fact, no 
product until the demand has been 
created. 


The doubling-up on spot purchases 
is being carried through on all contract 
renewals, says the president. Spot ex- 
penditures for this year, he says, will 
come to about $4 million. 

This would be a juicy billings 
plum in anybody’s ad shop. Adell 
Chemical has a house agency. Two of 
the reasons for the house shop are 
agencies that turned the account away 
when the sturdy oak with the mint- 





green leaves was an acorn. 

Adell’s Jackson Associates is quar- 
tered in the new plant. The president 
is Aaron Kingsberg, a son-in-law of 
Mr. Barowsky. Mrs. Eleanor Miller, 
who is blissfully calm in comparison 
with her Madison Avenue counterparts, 
is the account executive and timebuyer. 

In making buys, the agency insists 
that the station reps make a personal 
appearance at Holyoke, and that a 
station man is with him. All copy is 
written by the agency, and the copy 
and public-relation staffs are currently 
in the throes of expansion. 

The spots are produced by Bay State 
Films, Springfield. There are about 20 
spots extant, and several more in the 
works. Mr. Barowsky believes in vari- 
ety promotion. Stations are constantly 
asked to check for any viewer objec- 
tions. So far there have been none. 

And all copy is okayed by the 
president, who insists that Lestoil 
never be compared with any other 
product—“We never make a compari- 
son, never say that Lestoil is better 
than anything else.” 

He believes that type of selling is 
both poor business and poor ethics. 

The major point of the commercials 
is the all-purpose quality of Lestoil, 
which is reputedly good not only in 
the laundry but also for cleaning 
everything from walls to dogs. 

In the matter of time, Lestoil is 
aired only in daytime and late at night. 
The strategy, says the president, is to 
get smaller audiences, but hit them 
more often—“We can’t tie up the 
budget buying mass audiences.” 

Adell has been rumored as big in 
barter. It simply is not so, says the 
president. The company doesn’t buy 
film and doesn’t buy programming, he 
says. The buy is strictly spot satura- 
tion outside the prime times. 

Adell’s president and founder toiled 

















































long and hard in the development and 
marketing of Lestoil. His early educa- 
tion was in Holyoke public schools. 
He received a bachelor of arts degree 
from Harvard in 1915. His first busi- 
ness ventures were in paper jobbing, 
metal-goods manufacturing and real 
estate. 

In 1927, brothers, Mr. 
Barowsky opened the General Cleaners 


with his 


and Dyers in Holyoke. It was here 
that he first thought of a cleaning 
agent that, with a single washing, 
would remove both water and non- 
water soluble soil; an agent that would 
do the combined work of all special- 
ized laundering and cleaning soaps and 
powders. There were no detergents 
then. 

He and chemist John Tulenko ex- 
perimented through a long period of 


a 


LESTOIL 


Tre At pone Oerergene 


Products: industrial, consumer, future. 
trial and error. They hit upon the 
all-purpose agent finally in a batch 
mixed in a baby’s bathtub. 

The product was first manufactured 
and sold to commercial laundries. For 
the retail trade, their first product was 
a kit with eight different stain-remov- 
ing agents. One of the agents in the 
kit was called, for lack of a better 


(Continued on page 67) 





October 7, 1957, Television Age 43 





Repeat 


— 








44 October 7, 1957, Television Age 












a | 
a 
© 
) GQ 
& 
3 
— 


hose hurricane reports from Ber- 
muda that were going around 
recently were not concerned with nat- 
ural weather phenomena, vengeance of 
a wrathful god or even repercussions 
of the fall-out of A and H bomb tests. 

They were merely concerned with 
the tail wind of the sigh of relief that 
went up—or out—in the television 
industry with the end of the summer 
regrind. 

The summer regrind, for benefit of 
non-initiates, is where the sponsor or 
network fills out the programming 
time or schedule by repeating the film 


-———— 


QUESTION 1: During the past four 
weeks, have you watched any tv 
programs that were repeats of 
specific programs you had seen 


before? 
+ Ff 
Yes 672 67.2 
No 256 25.6 
Don’t know or Not 
Certain 72 42 


Total Respondents 1000 100 





shows that were seen the previous fall 
and winter. It’s easy, it’s cheap and 
the residual values are probably 
greater than the industry thinks. 

At least, a survey by The Pulse, 
Inc., made especially for TV AGE, in- 
dicates that the consumer is less con- 
cerned with re-runs than the feeder. 

In fact, the 1,000 metropolitan New 
York viewers queried by Pulse inter- 
viewers shows that a good segment 
of the audience enjoys seeing a show 
the second time around, that a good 
many see definite advantages in repeats 
and that the majority would watch 
just as much in the summer whether 
the line-up was full of repeats or not. 


Majority of viewers say they 
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Pulse asked the sample viewers if 
during the past four weeks they had 
watched any television programs that 
were repeats of specific programs they 
had seen before. Sixty-seven per cent 
(question 1) had watched a repeat in 
the four weeks preceding the survey. 
A little over 25 per cent had not, and 





QUESTION 2: If “YES” (to ques- 

tion 1) which of these reasons 
| best describe why you watched 
these a second time? 


+ % 
Enjoy seeing a good 
program a second 
time. 377 56.1 
Nothing better to 
watch on tv 182 27.1 


I watched part of the 
program before I 


realized that I had 


seen it before. 136 20.3 | 
Other members of 
the household 
wanted to see the 
program. 112 16.7 
Missed part of pro- 
cram the firsttime. 7 10 | 
Watched only part of | 
it. + 6 
Don’t know why. 1 | 
Total Responses 818 121.9* 
' Total Respondents 672 
*Total over 100% because of multiple 


responses. 


more than seven per cent were not 
certain or flatly didn’t know or pos- 
sibly didn’t care. 

Of those who knew they had watched 
a repeat of a specific show, the major- 
ity had a specific reason for watching 
the second time. More than 50 per cent 
(question 2) said they simply en- 


QUESTION 3: Do you believe there 
are any advantages to the viewer 
in having programs shown for a 
second time on television at a 
later date? 


# 
Yes 563 56.3 
No 333 33.3 
No Opinion 104 10.4 

| Total Respondents 1000 100 





joyed seeing a good show once again. 
Twenty-seven per cent watched, they 
said, because there was nothing better 
on at the time. This would indicate 
that there is a rather healthy segment 
of the audience for any station that 
wants to go after fresh summertime 
scheduling—and that can find the ad- 
vertisers to put up the extra money. 

Twenty per cent of the repeat audi- 


QUESTION 4: If “YES” (to ques- 
tion 3) what are these advan- 
tages? 


Like seeing a good 
program a second 


time. 169 30.0 
Can view a program 

originally missed. 317 56.3 
Can view special 

shows again. 39 («6.9 
Some programs have 

good educational 

points 20 3.6 
Know more about 

program 10 18 
Misc. 9 1.6 
Nothing specific. 2 21 
Total Responses 576 102.3* 


Total Respondents 563 | 


*Total over 100% because of multiple 
responses. 


ence, who were not quite as bad off 


as the seven per cent who weren't 
certain they were watching a show the 
second time, conceded that they had 
watched a part of the show before 
they knew they had seen it before. 


Presumably, most of them saw it 


QUESTION 5: Do you believe there 
are disadvantages to the viewer 
in having programs shown for a 
second time on Television at a 
later date? 


Yes 433 43.3 
No 407 40.7 
No opinion 160 16.0 
Total Respondents 1000 100 
Reasons For Disadvantages 
Just dislike repeats. 117 27.0 
Have repeats of bad 
shows. 24 «5.5 
Too annoying. 13 3.0 
Waste of time. 18 42 
No variety. 50 11.5 
Begin to have too 
many repeats 89 20.5 
Boring. 108 25.0 
Usually have seen 
before. 8 18 
Misc. ae 
Nothing specific. 10 23 
Total Responses 445 102.6* 





Total Respondents 433 
*Total over 100% because of multiple | 


responses. | 


through out of curiosity, or to tell 
first-time viewers what was coming up. 

One per cent of the repeat audience 
had missed a part of the show the first 
time around. They were probably 
grateful to be able to catch up despite 
the lapse of months. Most likely the 


(Continued on page 65) 


enjoy seeing a good program a second time. Pulse finds 
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Triggering Twigger 


Texas television test gets brushless dentifrice off to fast sales start 





Twigger’s surprising bubble action gets 


a television demonstration. 


he Lanpar Co., 


manufacturer of Dallas, says it 


pharmaceutical 


took great care in picking a test market 
for Twigger, a new dentifrice in tablet 
form. It picked a winner. 

Sales goal, set for a 60-day period 
in the selected market, was 15,600 
vials of Twigger. The goal was 
reached and passed at the end of 30 
days. 

The market used by Lanpar to in- 
troduce its new product was Midland- 
Odessa. And the month’s promotion 
was an exclusive spot commercial con- 
tract with KM1p-Tv Midland. 

Lanpar’s vice president, Clinton H. 
Howard, outlines the reason for the 
company’s selection: 

“First of all, we decided our test 
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would be conducted somewhere in the 
southwest for ease of operation. After 
preliminary surveys were made, we 
decided on the Permian Basin area in 
west Texas because it is a growing, 
aggressive market. Then, after a more 
extensive search, we found that the 
Midland-Odessa area had the highest 
per-thousand-household buying power 
in the United States, plus a very active 
merchant group. The very nature of 
the product—Twigger, the toothpaste 
in a tablet—indicated that we needed 
a test area that was heavy in traveling 
salesmen, field personnel, land men 
and a concentration of office workers. 

“We wanted to make direct contact 
with the men, women and children 
who are away from a toothbrush most 
of the day, since Twigger was per- 
fected to fill in that eight-to-ten-hour 
gap when these working people are 
away from home. We also wanted a 
test area that we could control easily 
and obtain our test results as quickly 
as possible. Again, the Midland- 
Odessa area, with its 130,000 popula- 
tion, fit our pattern.” 

Tv was a natural, says Mr. Howard, 
for a brand new product. It was para- 
mount, he says, that the public know 
how the product looked, how it was 
used and what it did—this meant 
visual presentation. 

Twigger has a cleansing agent that 
works around teeth and gums to clean 
out food particles. Mr. Howard says 
that when the public is not expecting 
this action, it comes as a bit of a shock. 
The tv spots had graphically to pre- 
pare the viewer-sampler for the action, 
and do it tastefully. A model display- 
ing a mouth full of bubbles would 
hardly do. 


KMID-TV prepared live commer- 


cials and slides. For the demonstra- 
tion of Twigger’s effervescent qualities, 
a tablet was broken into a test tube 
and watered into a foamy column. 
During the first month of the test 
there were about 10 spots a week. A 
typical week had three Monday-morn- 
ing spots, a Tuesday-morning and 
early-night schedule of two, a Wednes- 
day-noon and evening twosome, a 
Saturday spot NBC-TV’s 


baseball game and three spots Sunday 


following 


afternoon. 

Lanpar is one company that has high 
praise for station merchandising. Says 
Mr. Howard, “The enthusiasm which 
KMID-TV put forth was awe-inspiring. 
Not only did they ‘obtain fine avail- 
abilities for our spots, help us prepare 
them, make our slides for us and 
assist us in the writing of the copy 
that was tailor-made to the market, 
but we were given invaluable mer- 
chandising and promotional help and 
advice. . . . KMID-TV made it a point 
to introduce us to key merchants and 
Chamber of Commerce personalities 
who cleared the way for immediate 
distribution of our product in the en- 
tire area within a week’s time.” 

After six weeks in the test market, 
Lanpar contracted McCann-Erickson to 
handle Twigger advertising. Up to that 
time, Orville-McDonald Associates of 
Dallas had been handling both ad- 
vertising and publicity. The two men 
on the account, Charles Noland, 
O-McD vice president, and M. W. 
Mohrle, have joined Lanpar as ad 
manager and public-relations director, 
respectively. 

McCann-Erickson surveyed the Mid- 
land-Odessa market, and since then 
distribution has 


been expanded 


(Continued on page 65) 

















ROUNDUP OF NEWS 





B. GERALD CANTOR 


NEW NTA DIRECTORS 

Three new directors have been ap- 
pointed to the board of directors of 
National Telefilm Associates, Inc: B. 
Gerald Cantor, president of Cantor, 
Fitzgerald & Co., an investment secur- 
ities firm of Beverly Hills; Robert 
Westheimer, partner of Westheimer & 
Co., Cincinnati, also an investment 
securities firm, and Jack M. Ostrow, 
California attorney and business man- 
ager in many television and film en- 
terprises. These three additions now 
up the board to seven members. The 
other four are Ely A. Landau, board 
chairman and chief executive officer 
of NTA; Oliver A. Unger, president; 
Harold Goldman, executive vice pres- 
ident, and Edythe Rein, senior vice 
president. 


MCA TV PICKS MCGAVIN 

After much hard-boiled sleuthing, 
MCA TV has found the actor to play 
the detective Mike 
forthcoming series, Mickey Spillane’s 


Hammer in its 


Mike Hammer. He is Darren McGavin, 
who is leaving the Broadway stage 
production, Tunnel of Love, to take 
on the tv role. The series is expected 
to be ready for telecasting early in 
1958 and has already been sold in 
around 30 markets. 


NEW NBC FILM SALESMEN 
John Ettelson and Glen Joseph Por- 
ter have been made sales representa- 
of NBC Television Films, a 
division of California National Pro- 
ductions, Inc. Mr. Porter will cover 
Alabama, Florida and Georgia. He’s 
a graduate of Notre Dame, was a 


tives 


ROBERT I. WESTHEIMER 


On Film 


JACK M. OSTROW 





salesman with WoR and WJz (now 
wasc) in New York, general mana- 
ger of wMTR Morristown, N. J., and 
for the past three years has been 
sales manager in the Atlanta area for 
ABC Film Syndication. Mr. Ettelson 
is a graduate of Northwestern, was an 
announcer with several radio and tv 
stations and an account executive for 
KGW-TV and KPTV in Portland, Ore. 


TPA APPOINTS TWO 

In the first move to augment its 
sales force, Television Programs of 
America, Inc., has appointed Russell 
Clancy and Charles W. Goit as na- 
tional sales directors. Mr. Clancy came 
to TPA a year ago from Ziv. Before 
that he was western division manager 
of the Associated Press radio 
service and on the staff 


news 
of WMGM 





CHARLES W. GEIT (/.) and 
RUSSELL CLANCY. 


(then wHN) New York. Mr. Goit be- 
came a TPA account executive four 
years ago. Prior to that time he had 
been with Fortune, Look and Ziv. 
TPA also announces that pilot films 
Hostess 
and Dude Ranch, will start produc- 


on two new shows, Airline 
tion shortly. And Turning Point, a 


new half-hour dramatic film series, 
will start shooting in the near future. 
This program, based on the lives of 
big-money winners on quiz shows, will 
be made in conjunction with Enter- 
tainment Productions, Inc., producers 
of $64,000 Question, $64,000 Challenge 


and other shows. 


OFFICIAL’S WELLS SERIES 

Official Films, Inc., will put a series 
based on The Adventures of the In- 
visible Man, by H. G. Wells, in pro- 
duction in England next year. The 
program will be made in conjunction 
with the William Morris Agency, Larry 
White and Universal-International Pic- 
tures. Harold L. Hackett, Official pres- 
ident, announced that the series will 
eliminate the macabre side of the 
story and it will be played as a 
comedy-mystery. 


GROSS-KRASNE MOVE 

To make more office space available 
for film producers who use California 
Studios, Gross-Krasne, Inc., studio op- 
erators, moved its entire distribution 
staff from the California lot to its new 
$200,000 headquarters at 5420 Mel- 
rose Avenue, Hollywood. The new G-K 
facilities include 22 offices, projection 
room, cutting rooms and film vaults. 
The company has also bought proper- 
ties adjacent to its California Studios 
for some $150,000 and intends to turn 
this acreage into parking space for its 
studio tenants. 


MERCHANT WITH CBS TV FILM 

Lawrence H. Merchant has been ap- 
pointed an account executive in the 
New York office of CBS Television 
Film Sales, Inc. Mr. Merchant, born 
in Boston, attended Harvard and Co- 
lumbia. He has been in the publishing 
and educational fields and was for the 
past several years sales director of 


Tele-Q. 


‘DAVY JONES’ PILOT 
George Bagnall & Associates, Inc., 
have a pilot ready on a new half-hour 


(Continued on page 50) 
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BURGESS 
MEREDITH 


World famous for his stage and screen portrayals... acclaimed by critics 
and audiences... Burgess Meredith now makes his first regular appear- 
ance on TY as host and narrator of the NEW “BIG STORY.” 


Top rated against every kind of competition . . . commended by outstand- 
ing church, civic and government leaders . . . winner of a host of national 
awards... “THE BIG STORY,” now in its tenth year on radio and TV, 
remains unmatched for audience reaction ... publicity ... top sponsor 
results. 


NOW, the new “Big Story” — as exciting as today’s front page — takes you 
behind the headlines of America’s top newspapers with thrilling, dra- 
matic, inspiring stories told in vivid documentary style. 


PRODUCED BY & PYRAMID PRODUCTIONS 


Executive Producer — Everett Rosenthal 


“eee 4 OFFICIAL FILMS w. 


25 West 45th Street e New York 36, New York 
PLaza 7-0100 


REPRESENTATIVES IN: 
Beverly Hills, Chicago, Dallas, San Francisco, St. Louis, Boston, Atlanta, Philadelphia 





October 





Film 


(Continued from page 47) 


series called Davy Jones. It is an ad- 
venture story done in color and stars 


Buster Crabbe. 


ABC FILM SYNDICATION, 
sales: 

26 Men: xFvs-tv Cape Girardeau, WXYZ-TV 
Detroit, Biel Food Stores, WKRG-Tv Mobile, 
KSLA-TV Shreveport, KARD-TV Wichita and 
Corpus Christi and Yakima. 


INC., 


ASSOCIATED ARTISTS PRODUC- 
TIONS, INC., sales: 

Goldmine Library: xo1x-tv Dickinson, 
.. Dak. (A.A.P. Features and Sherlock 
Holmes), Kcop Los Angeles (A.A.P. Fea- 
tures), KOovR Stockton (A.A.P. Features). 
Popeye Cartoons: Kero-tv Bakersfield, wera 


Champaign, IIl., wen-tv Chicago, WLApP-Tv 
Lexington. Warner Bros. Features: KERO-TV 
Bakersfield, KsPr-ty Casper, Wyo., KDIX-TV 
Dickinson, N. Dak. 

SCREENCRAFT PICTURES, INC., 
sales: 

Judge Roy Bean: wmar-tv Baltimore, 


KYw-tv Cleveland (color), cktw-tv Detroit, 
WINK-TV Ft. Myers, KMJ-Tv Fresno (color), 
woop-tv Grand Rapids, wyxHp-tv Jackson- 
ville, KtHv Little Rock, wmur-tv Manches- 
ter, wspp-tv Toledo, KcEN-tv Temple, WMAL- 
tv Washington. Mickey Rooney Show: kvu 
Amarillo (TBA), cKiw-tv Detroit (TBA), 
Komo.tv Seattle (TBA), wacm-tv Presque 








(TBA). Features: 


Western 





Isle, Maine 
WSEE Erie. 


SCREEN GEMS, INC., sales: 

Shock package: xvu-tv Amarillo, WSB-TV 
Atlanta, Kptv Denver, KFJjz-Tv Fort Worth, 
wtvy Miami, KooL-tv Phoenix, KENS-TV San 
Antonio and KXLY-Tv Spokane. 


STERLING TELEVISION CO., INC., 


sales: 

Abbott & Costello: wnac-tv Boston. Bowl- 
ing Time: wsuFr Buffalo, Kketv Ft. Dodge 
(Kelley, Buick & Goodyear), Kxen Glen- 
dive, KGEz Kalispell, wrst-tv Miami, Miles 
City Closed Circuit. Cartoon Classics: 
CKLW-tv Detroit, wLw-1 Indianapolis, wJAc- 
tv Johnstown. Crusade in the Pacific: 
watr-ty Waterbury. I’m the Law: WTAaR-TV 
Norfolk, watr-tv Waterbury. Invitation 
Playhouse: watr-tv Waterbury. Jungle: 
wss-ty Atlanta. King’s Crossroads: WHIO-TV 
Dayton. Movie Museum: wiw-1 Indianapolis. 


WINIK FILMS CORP., sales: 


Famous Fights: wymr-tv New Orleans (Uni- 
versal Furniture), Ktvi St. Louis (cigars). 
Greatest Sport Thrills: weur Buffalo (Spot), 
KLRJ-Tv Las Vegas (Spot), KTHv Little 
Rock (Spot), kwtv Oklahoma City (Spot), 
KCRA-TV Sacramento (Spot), KELO-TV 
Sioux Falls (Spot), wrvr Tampa (Tampa 
Tv Service). 


Suppliers, Services 


EASTERN A.M.P.A.S. 
A primary objective set forth re- 
cently by the Film Producers Associa- 











Beauty and yeast in Screencraft’s Judge 


Roy Bean. 


tion of New York is the formation of 
an Eastern Academy of Motion Picture 
Arts and Sciences. A committee of the 
association will work with Mayor 
Robert Wagner in the development of 
the academy, which will promote all 
phases of New York’s film production 
through annual awards going to the 

(Continued on page 76) 








Process Your Own 
Films and $ave 





Fully Automatic Self-Contained 
16mm Film Developing Machine 


BRIDGAMATIC Jr.does automatic 16mm 
film processing at small cost, fits in most any 
corner. A true one-man lab, requires no special 
skill, no rigging, no constant watching—simply 
plug in and operate. Ideal for Motion Picture 
Producers, TV Stations, Laboratories, Photo 
Finishers, Microfilmers, Advertising Agencies, 
etc. Built-in-drybox, heating elements, stainless 
steel tanks, air squeegee—develops and dries 
ready for showing 600’ positive, 180’ 
negative per hour; from 


LARGER CAPACITY 


standard or custom built; from ........ $1 
Convenient Time-Payment Terms Arranged 


Write for brochure 
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$1195 


negative/positive, Re- 
versal and Color models available 16/35/70mm 





5.0.5. CINEMA SUPPLY CORP. 


Improve Film Titles 
with 







Greatest Dollar for 
Dollar Value 
in its field! 


The first sensibly priced 
H PRESS TITLE 
MACHINE for high 
quality, fast dry letter- 
ing—the answer to econ- 
omy and precision ac- 
curacy in film titling. 
Prints dry from colored foil for instant use. 
Acme pegs assure perfect registration on paper 
or acetate cells. Prints all colors. This versatile 
Hot Press will produce titles in any language— 
main titles, subtitles, trailer titles, TV commer- 
cials, slide films, super-imposed subtitles, shadow 
and third dimensional effects, etc. These may 
be applied to any kind of art, scenic or live 
action background, including photographs. 


ONLY $435 with improved heating control 


Write for brochure 


Western Branch: 63 





TEL-Animaprint 





Ediola Action Viewer 
and Sound Reader 





Available for Immediate Delivery! 
Professional Ediola 16mm Action Viewer 
that projects big, clear aerial image—operates 
left to right—roller smooth action eliminates 
film scratching and damage to sprocket holes— 
built-in cue marking device — humfree ampli- 
fication—synchronized with Precision Sound 
Readers on Special Base or may be separated 
for individual use. 
$03. Ediola Action Viewer 139.95 
$.0.S. Optical Sound Reader 
5.0.5. Ediola Base only : 
$.0.S. Viewer Sound Reader and Base 


Write for brochure 


362.45 


Dept. N, 602 WEST 52nd St., NEW YORK 19, N. ¥.—Phone: PL 7-0440, Cable earner 
31 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-2124 











TELEVISION AGE 


the manufacturers of toys and 
games are one of the more spot-active 
product groups. As indicated in this 
and previous Spot Report run-downs, 
buys have already been made by such 
firms as American Character Doll, 
Ideal Toy Corp., James Industries, 
Lionel Toy Corp. and Transogram. 
Other makers of toys and games who 
are also in the process of planning and 
even placing include A. C. Gilbert Co., 
Horsman Dolls, Inc., Lowell Toy Corp. 
and Selchow and Richter Co. There 
is every indication at this early date 
that this category of spot buyer will 
far exceed its spot outlay of any 
previous year. Last year’s total came 
to, according to the TvB figures, $1.2 


tT. is that time of the year when 


million. 


Paying Customers 


But while telecasters can take pride 
and profit in this upward-spending 
trend by the toy and game group, 
it is also time for telecasters to take 
The manufacturers in this 
group are now paying customers— 
where their tv traffic was once directed 
only in gratuitous giveaways of their 
products—and as a consequence they 
are policing their area with care and 
concern. 

And the toy makers, especially, are 
finding that some stations in accept- 
ing giveaways—to which the manu- 


caution. 


October 7, 1957 


a review of 
current activity 
in national 
spot tv 


facturers do not object per se, since 
they themselves still do it and do it 
willingly—do not have control of the 
situation. Too often, some complain, a 
competitor’s product is offered as a 
prize on the very same program on 
which their own product is a partici- 
pating sponsor, sometimes within a few 
minutes after their commercial. This 
abuse has not yet, of course, reached 
wholesale proportions. But it bears 
watching. The program and sales- 
merchandising departments of stations 
should work hand-in-hand in this 
matter, instead of letting a situation 
exist where the left hand doesn’t know 
what the right hand is giving away. 





Fe i 
Joyce Peters, timebuyer at Emil Mogul 


Co., Inc., New York, does the buying 
for Ronzoni Macaroni Co., Inc. 





REPORT 


AMERICAN DAIRY 
ASSOCIATION 


(Campbell-Mithun, Inc., Chicago) 


The association bought alternate-week 
sponsorship of Screen Gem's half-hour series, 
Casey Jones, in 18 markets located in 

the west and far west. Ten markets which 
have already been set are Billings, Butte, 
Great Falls, Missoula, Champaign, Reno, 
La Crosse, Sioux Falls, Medford and 

Yuma. Starting dates are yet to be 
announced. Clay Rossland is the timebuyer. 


BAKERS FRANCHISE CORP. 
(Emil Mogul Co., Inc., N. Y.) 

As predicted in Spot Report March 11, 
1957, the LITE DIET spot schedules have 
started on 15 stations. Filmed minutes are 
being used, the campaign running until 
the end of the year. The effort is also 
running in 200 daily newspapers and 150 
radio stations. Lynn Diamond is the 
timebuyer. 


BELL & HOWELL CO. 
(McCann-Erickson, Inc., Chicago) 


This firm is using minutes, primarily at 
night, in several markets. These placements 
are, wherever possible, next to sports shows 
and will run from 10 to 13 weeks. Leonard 
Kay is the timebuyer. 


CADBURY-FRY, LTD. 
(Charles W. Hoyt Co., Inc., N. Y.) 


The campaign for this candy company, 
mentioned in July 1 Spot Report, is now 
running for nine weeks in four markets. 
There is a strong possibility that these 
schedules of 20’s and ID’s will be extended 
for a 26-week run. Douglas Humm is the 
timebuyer. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


For RISE the company has been adding 
markets to its spot schedules and also 
picking up more sports shows. Tom 
O’Dea is the timebuyer. 
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BUFFALO’S OWN AGENCIES 
AND ADVERTISERS CHOOSE 
WBUF, CHANNEL 17, AS THE 


MOVING | 
- FORCE IN 
BUFFALO 


To sell Buffalo housewives on the extra service 
and values in Loblaw Supermarkets, Ad Busch, 





Inc., buys announcements on WBUF 


20-SECOND CHAIN-BREAKS in AA time because 
they reach Greater Buffalo’s big, adult night- 
time audience at an economical cost-per-thou- 
sand ... and allow complete flexibility in sched- 
uling announcements of Loblaw specials. 


ONE-MINUTE SPOTS in WBUF’s “Million Dollar 
Movie” (5:30-6:40 pm) on Thursdays and Fri- 
days—the nights Loblaw Supermarkets are open. 


WBUF, because: 

. as Ad Busch timebuyer June Kreutzer says, 
“sales results and in-store surveys show that our 
20-second spots on WBUF cover a large segment 
of audience that otherwise would not be reached. 
And ‘Million Dollar Movie’s’ consistently high 
ratings with the housewife audience make it a 
natural for our institutional needs.” 

'. . . as the client’s film production supervisor, 
William G. Still, says, “WBUF’s fine technical 
facilities guarantee us the finest reproduction, 
with good balance and smooth integration be- 
tween feature films and our filmed commercials.” 

. as A. E. Robert Cahoon says, “wsBur’s all- 
out promotion support helps merchandise the 
TV schedule to store personnel, arousing enthu- 
siasm where it really counts, at the store level.” 


Big and growing audiences, plus gratifying sales 
results, make WBUF the fastest-moving force in 
Buffalo. Put this force to work for you today! 


WBUF:17 


BUFFALO, N.Y. SOLD BY ( NBC) SPOT SALES 


Left to right: William G. Still, Film Production Super- 
visor, Ad Busch, Inc.; WBUF Announcer Fred Cov - 
ington; Robert Cahoon, Account Executive, Ad Busch, 
Inc.; June Kreutzer, Timebuyer, Ad Busch, Inc. 














CHEF-BOY-AR-DEE, division of 
American Home Foods, Inc. 
(Young & Rubicam, Inc., N. Y.) 


The company is filling out its coverage with 
a handful of major-market buys. It is 
already carrying schedules, as reported 

in Spot Report July 15, in Baltimore, 
Buffalo, Scranton and Syracuse. Russell 
Young is the timebuyer. 


COCA-COLA DEALERS 
(local) 


In two markets — wox!-tv Jackson, 

Tenn. and wxeEx-tv Petersburg-Richmond 
— regional bottlers have bought the 

entire show called Top 10 Dance Party, a 
Victor & Richards package. Incidentally, 
the show has been sold to WFAA-TV 

Dallas and wrie-tv Evansville. 


COLGATE-PALMOLIVE Co. 
(Ted Bates & Co., Inc., N. Y.) 


FAB schedules have started in several 
selected markets and will run through 
Dec. 28. They consist of day and night 
minutes. Also, the company has been 


adding markets for its PALMOLIVE men’s 


products. Mrs. Eileen Greer is the timebuyer. 


HELENE CURTIS INDUSTRIES, 
INC. 


(Edward H. Weiss Co., Chicago) 


In addition to its network activity, the 
company is placing spot schedules for 
ENDEN SHAMPOO. Nora Marcus is 


the timebuyer. 


DALE DANCE STUDIOS 


(William Warren, Jackson & Delaney, 
N. Y.) 


Again as it did last spring, the Studios 
are using spot tv, featuring two filmed 
minute spots. The schedules are aimed at 
the following 14 markets: New York, 
Philadelphia, Washington, Baltimore, 
Boston, Miami, Detroit, Chicago, 
Minneapolis, Kansas City, Dallas, Denver, 
Los Angles and San Francisco. Steve 
Jackson, partner and tv-radio director, is 
the contact. 





JOE HUDACK, timebuyer at War- 
wick & Legler, Inc., New York, will 
be handling the agency’s newly 
acquired Revlon account. Mr. Hudack 
also buys for Rupert Brewing’s Knick- 
erbocker beer. 


JOE FIERRO, formerly at Benton 
& Bowles, Inc., New York, has moved 
to Donahue & Coe, Inc., where he 
will be buying time for Scripto and 
MGM. 


ROBERT R. RIEMENSCHNEIDER 
has been named chief timebuyer at 
Gardner Advertising Co., St. Louis. 
He succeeds Grace McMullen, who is 
leaving to be married. Among the 
active television accounts at Gardner 
are Anheuser-Busch, Procter & Gam- 
ble and Ralston Purina. Mr. Riemen- 
schneider, who had formerly been a 
media executive with North Advertis- 
ing Co. and Schwimmer & Scott Ad- 
vertising Co., both Chicago, has been 
in advertising for seven years. 


BILL MORRIS has been promoted 
from assistant timebuyer to full time- 
buyer at Compton Advertising, Inc., 
New York. In addition to buying for 
Procter & Gamble’s Comet, he will 
be taking on most of the accounts 


who has left the agency. These ac- 
counts include Socony Mobil, New 
York Life Insurance, American Mu- 
tual and Personal Products. Mr. Mor- 
ris has been with Compton for a year. 





Personals 


previously handled by HAL DAVIS, 


DORIS GOULD has left C. J. 
LaRoche & Co., Inc., New York, to 
join Product Services, Inc., that city. 
She is scheduled to buy for Harrison 
Labs’ Ten Day Press On nail polish 
and Nestle LeMur. 


HERBERT HALPERN has been 
promoted to radio and_ television 
director for Winius-Brandon Co., St. 
Louis. This move is in line with the 
agency’s plans for expansion of its 
broadcast media department VER- 
NON MORELOCK, vice president 
who was formerly in charge of this 
department, has been assigned addi- 
tional duties in account handling & 
supervision and will now devote full 
time to account work. Carling Brew- 
ing and Endicott-Johnson shoes are 


among the agency’s television ac- 
counts. 
EDWARD R. SCANNELL has 


joined the Chicago office of North 
Advertising, Inc., as a media super- 
visor. 


LEE KAHN has joined Wilson, 
Haight, Welch & Grover, Inc., as 
media head for its New York office. 
The agency carries mostly industrial 
accounts and has not participated in 
television thus far, but anticipates 
some use of the medium in the future. 
Miss Kahn was formerly with Hilton 
& Riggio, Inc., New York. 
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Petry Adds 


Edward Petry & Co., repre- 
sentative firm, has added Richard 
Trapp to the New York sales 
staff of Petry Tv. Mrs. Judy 
Louis-Dreyfus has joined the tv 
promotion-research department 
as a writer in New York. 

Before joining Petry, Mr. 
Trapp was an account executive 
with Blair Television Associates. 
Mrs. Louis-Dreyfus joins Petry 
from wtvp Durham-Raleigh 
where she was sales service man- 
ager. 











R. B. DAVIS 

(Samuel Croot Co., N. Y.) 

SWEL FROSTING schedules are starting 
in about 15 markets. These will run for 
some 13 weeks, then following a layoff 

will be renewed early next year for another 
stretch. Last year the firm tested in New 
Orleans (See Spot Report, Oct. 22, 1956). 
Dolores La Falce is the timebuyer. 


EX-LAX, INC. 

(Warwick & Legler, Inc., N. Y.) 
The product is trying to set up schedules 
in New York, Philadelphia, Chicago and 


Los Angles, hoping for a start early in 
October. John Hughes is the timebuyer. 


J. H. FILBERT, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The schedules for MRS. FILBERT’S 
MARGARINE running in about 50 
markets have been extended and will 
continue through Nov. 23. Tom O’Dea 
is the timebuyer. 


R. T. FRENCH CO. 
(J. Walter Thompson Co., New York) 


For its instant mashed potato French 
has already delved into the New York 
market. It is picking up 16 more during 
October and will run through the rest of 
the year. Schedules consist of minutes and 
20’s, about 60 per cent during the day and 
40 per cent at night. Beverly Turner is 
the timebuyer. 


E. & J. GALLO WINERY 
(Doyle Dane Bernbach, N. Y.) 


The company is still looking to place 
half-hour film shows in selected markets 
(see July 1 Spot Report). Mrs. Jan Stearns 
is the timebuyer. 


GULF OIL Co. 
(Young & Rubicam, Inc., N. Y.) 
On Sept. 30 and thereafter, schedules 








started in several selected markets, 
consisting of 20’s and ID’s when available. 
All divisions of the firm have not yet been 
heard from, so there may be markets 
coming in. Duration of run has not 
been announced. Frank Grady is the 
timebuyer. 


GULF STATES UTILITIES CO. 


(Erwin, Wasey, Ruthrauff & Ryan, 
Inc., Houston) 


The company will sponsor the new Screen 
Gems half-hour film series, Ranch Party, 
in Beaumont, Houston, Baton Rouge and 
Lake Charles. 


A. S. HARRISON CO. 
(Charles W. Hoyt Co., Inc., N. Y.) 


Test schedules are running for PREEN WAX 
in Baltimore and Hartford, the company 
using participations in women’s shows 
until the end of the year. Douglas Humm 
is the timebuyer. 


HOMELITE DIVISION OF 
TEXTRON-AMERICAN CO. 


(Sink & Sons, Charlotte) 


This maker of HOMELITE SAWS is 
running spot schedules in a few southern 
markets, one of which is WJHL-TV 
Johnson City. 


HILLS BROTHERS COFFEE, 
INC. 


(N. W. Ayer & Son, Inc., N. Y.) 


Agency is waiting for word from client on 
plans for 1958. On the basis of the decision, 
present schedules will: either be extended 
or deleted for the rest of this year. The 
company’s fiscal year ends the last day 

of November. Paul Kizenberger is the 
timebuyer. 


IDEAL TOY CORP. 
(Grey Advertising Agency, Inc., N. Y.) 


Intends to plug its SHIRLEY TEMPLE 
DOLL via spot tv schedules in at least the 
following 10 major markets: New York, 
Chicago, Philadelphia, Baltimore, 
Washington, Boston, Detroit, Dallas, 
San Francisco and Los Angeles. The 
schedules will consist of minutes in kid 
shows and will start around Nov. 4 for six 
weeks. Dorothy Houghey is the timebuyer. 


INTERNATIONAL MILLING CO. 
(H. W. Kastor & Son, Chicago) 


There is still some buying going on for 
ROBIN HOOD FLOUR; schedules are 
being placed for as long as 35 weeks. Harvey 
Mann is the timebuyer. 


ITALIAN SWISS COLONY WINES 
(Honig-Cooper Co., San Francisco) 


The company is sponsoring The Nat King 
Cole Show on Kron-tv and Fabulous 
Features on KPix both in San Francisco; 
it is continuing with its sponsorship of 
Badge 714 on xTtv Los Angeles and 


Profile ‘a: % « « & wie. «.« » eee tee sons 


44Q very time something gets 

| away somebody calls 
and says, ‘Say, Ev, have you seen...’ ” 
This is the cheerful gripe of Evelyn 
Lee Jones of Donahue & Coe, Inc., 
New York. The agency is expanding; 
desks and tables are piled high with 
wire baskets, papers, manila folders, 
and photographs. The 
phone rings, and a problem is pre- 
sented; a 


magazines 


station won't 


accept a 





jingle. She places a call, and there 
is a temporary calm. 

Originally from Baltimore and a 
graduate 
where 


of Rochester University, 
she “English, 
French and no science,” Mrs. Jones 
has lived most of her life in New 
York. She purports to be married to 
the only native New Yorker in the 
world. 


majored in 


She worked at motion-picture pub- 
licity and advertising until World 
War II, when she gave up her job 
and became a vounteer aide to New 
York’s then Mayor LaGuardia. An 
information center set up at City 
Hall was a focal point of New York’s 


war effort. Glowingly, Mrs. Jones re- 
calls the dynamic personality which 
engendered work that “no one could 
have paid me to do.” 

In 1943 she came to Donahue & 
Coe as a copywriter, moved from 
straight to radio copy, and then to 
the administrative end of the radio 
department, which is now television 
and radio. 
shortly thereafter and is now head 


She began buying time 


of broadcast buying and business 
manager of the tv and radio depart- 
ment. 

Her position is mainly supervisory. 
There are actually only two assigned 
accounts in the agency—Bosco Corn 
Products and B. T. Babbitt. Every- 
thing else is assigned on the basis 
of whoever is free at a particular 
time. The agency handles many short 
heavy motion-picture campaigns and 
Thus the flexible 


assigning method. Mrs. Jones points 


seasonal accounts. 


out that this prevents a buyer from 
becoming stale and trains everyone 
in all kinds of accounts so breaches 
can quickly be filled. “And you don’t 
people while 
others are frantically busy. Meetings 
are held to decide should do 


what, and if problems occur, that’s 


have sitting around 


who 


why mama’s here.” 
Mrs. Jones has been married 23 
years to Charles Reed Jones. They 
live in the heart of Manhattan and 
have two dogs. Her job, Mrs. Jones 
explains, is multi-faceted and taxing. 
“No time for hobbies, little time for 
but 


one 


reading, no time for anything 
my job. And don’t think for 
minute I don’t gripe. But I adore it. 
I wouldn’t do it if I didn’t.” 





picking up Sunday Movies on KCRA-TV 
Sacramento. The company is also plugging 
its assorted products in New York on 

the wess-tv Early Show and Late Show 
and wrcv-tv Movie 4. John W. Davis 
media director, is the contact. 


JAMES INDUSTRIES 
(Lewis & Gilman, Inc., Philadelphia) 


This toy firm is now using participation 
minutes in kid shows in New York, Chicago, 
Philadelphia, Minneapolis, Atlanta, Los 
Angeles and an Francisco. More markets 
are expected on the list, and all schedules 
will run into mid-December. Peter 
Kondros, media director, is the contact. 


KING KONE CORP. 
(Richard K. Manoff, Inc., N. Y.) 
For its CHEESEWICH this firm will have 


spot announcements in New York and a 
few midwest markets running until the 
end of the year. These are slated to start 
in mid-October. Miss Lee Oakes, media 
director, is the timebuyer. 
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Smith Agency 

The former executive vice pres- 
ident of the Martin L. Smith Co., 
Stanley B. Wiener, has formed 
his own agency. Under the title, 
G. T. Stanley Co., Mr. Wiener 
has opened offices at 510 Madi- 
son Ave. He retains all the ac- 
counts he serviced at the Smith 


Co. 











CHARLES B. KNOX GELATINE 
co. 
(Charles W. Hoyt Co., Inc., N. Y.) 


KNOX GELATIN tests are running in six 
markets for 13 weeks, using daytime plans. 
Doug Humm is the timebuyer. 


KRAFT FOODS CO. 

(Needham, Louis & Brorby, Inc., 
Chicago) 

A campaign for MIRACLE MARGARINE 
is starting Oct. 7. It consists of daytime 
minutes and will run for 13 weeks. Phil 
Morrow is the timebuyer. 


LEVER BROS. CO. 

(Ogilvy, Benson & Mather, Inc., 
i a 

For its new LUCKY WHIP the company 
will use spot tv in a score of selected 
markets to start in mid-October. These 
schedules are slated to have an extended 
run, and it is probable that more markets 


will be added. Jules Fine is the timebuyer. 


LIGGETT & MYERS TOBACCO 
co. 

(Dancer-F itzgerald-Sample, Inc., 

1 ae 


L&M coverage is being filled in via spot 
schedules in a few markets. Martin Bruehl 
and Charles Millard are the timebuyers. 


THOMAS J. LIPTON, INC. 
(Young & Rubicam, Inc., N. Y.) 


The next spot effort by Lipton will begin 
at the end of October. It will consist of 


nighttime minutes and 20’s, run for four 
to six weeks and be placed in approximately 


70 markets. Tom Comerford is the 
timebuyer. 


NESTLE CO., INC. 
(Dancer-Fitzgerald-Sample, Inc., 

a 

More DECAF spot movement begins in a 





























“I know what let's do . . . let’s all go home and watch WOOD-TV” | 


see eeeeereeeeeee 


woobD-TV 


woobDiand Center, Grand Rapids, Michigan 


WOOD Broadcasting Inc. « A subsidiary of Time, Inc. - Licensee of Radio Station WOOD, 
5,000 watts, fulltime, NBC « Television Station WOOD-TV, channel 8, 316,000 watts | 





56 October 7, 1957, Television Age 


( rybody in Western Michigan is a WOODwatcher.) 


TORE PECEUCEOCC CS OCOCOCO SESE 


€.1.p., 1000-foot antenna, NBC Basic, ABC Supplementary - Represented by Katz Agency 





JayZee and Cleo 


The lady and the lion met in 
Baltimore when trainer Lou 
Gueta registered the beast in the 
city’s Hotel Emerson. 

It was all part of the spectac- 
ular blast-off for wJz-Tv the 


newly acquired Westinghouse 


Broadcasting station. 
The lady, Jay Barr, Baltimore 
model, has changed her name to 











JayZee Starbright in keeping 
with the station’s slogan, The 
Star-Bright Station. She’s ap- 
pearing in person and on the air 
as the Star-Gazer in WJZ-TV pro- 
motions. 

The lion, Cleo, was brought 
to town for promotion activities 
on the station’s MGM feature 
film package. — 

The bemused gentleman at far 
right in the accompanying picture 
is hotel assistant manager Kemp 
Gatling about to sign Cleo into 
a suite. 











few markets on Oct. 6 and will run 
for four weeks. George Walker is the 
timebuyer. 


NATIONAL PRESTO 
INDUSTRIES 

(Donahue & Coe, Inc., Chicago) 
This company is to embark on a big 
campaign for its control master. It has 
produced a 12-minute film which, it is 
understood, the firm will distribute to 
stations and then buy announcements around 
the film. The one-minute spots will also 
include dealer identification. Mary Petr is 
the contact. 


NORTH AMERICAN PHILIPS 
co., INC. 
(C. J. LaRoche, Inc., N. Y.) 


For a while spot was high in Norelco’s 
advertising plans. But, at last check, spot 











has cooled. The idea now is that if spot is 
used, it will be in a few selected markets 
along with its usual and continuing co-op 
spot activity. Charles Eaton is the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


P&G has been asking for availabilities in 
several markets for an unnamed—but 
numbered—product. Hank Linden is the 
timebuyer. 


QUALITY BAKERS OF 
AMERICAN COOPERATIVE 


(direct) 


This group has already started heavy 
eight-week schedules in Asheville, Charlotte, 
Greensboro, Greenville, Minneapolis and 
Providence. It has also renewed its schedules 
in Nashville. Several other markets will be 
added from time to time. Steve Siddle Jr., 
media director, and Sam Glickman, 
timebuyer, are the contacts. 


RATH PACKING CO. 
(Earle Ludgin & Co., Chicago) 


For its new meatball product the firm is 
trying spot in four markets. Marilyn Duff is 
the timebuyer. 
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KRON-TV Tower 


Final government go-ahead for 
the new tower and antenna of 
KRON-TV San Francisco has been 
granted by the Air Space Panel. 
At an estimated cost of $1.4 
million, the new structure will 
take between six months and a 
year to build. It will be located 
on San Bruno Mt., site of the 
present tower, and will stand 
2,049 feet above sea level. The 
present antenna is 1,480 feet 
above sea level. 

When finished, the antenna 
will rest on a tower which will 
have a platform 564 feet above 
the ground. The tower will be 
capable of supporting antennas 
of 12 tv stations. One of the ob- 
jectives of the construction, the 
station reports, is ultimately to 
locate the antennas of all the tv 
stations in the San Francisco- 
Oakland area on KRON-TV’s new 
tower. 











RICHFIELD OIL CORP. 


(co-op) 

The new RICHFIELD HI-OCTANE cam- 
paign, a co-op effort with the company’s 
distributors, will include tv spot, along with 
newspapers, radio and billboards. The com- 
pany’s agency, Morey, Humm & Warwick, 
Inc., N. Y., doesn’t handle any buying on 
this; it is done locally. 


RIVAL PACKING CO. 
(McCann-Erickson, Inc., Chicago) 
The maker of RIVAL DOG FOOD is looking 
for more placements, in addition to its 
existing schedules. The new buys are to 
run to the end of November. Dorothy 
Budzynski is the timebuyer. 








SRE A ADELE 
CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 

















WGR-TV 





ABC AFFILIATE CHANNEL 2 
Peters, Griffin, Woodward, Inc. 
REPRESENTATIVES 


No matter how 
you slice it! 








Rochester, New York 
Area 13 Counties 


22.3% MORE NIGHTTIME 
CIRCULATION* 


“Homes Reached Once A Week 
Neilsen #2 Spring 1956 


than the other Rochester Channel 


Whether interested in Market Coverage, 
Daytime Circulation or Nightime Circulation, 
we frankly don’t know. Choose whatever 
yardstick you wish .. . pick your method and 
you'll find it stacks up for WROC-TV. 

WROC-TV and only WROC-TV can guarantee 
maximum circulation throughout the Roch- 
ester AREA. 


WROC-TVcxannex 5 


A Transcontinent Television Corporation Station 
Represented Nationally By 
PETERS, GRIFFIN, WOODWARD TELEVISION SALES 
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EXPECT RESULTS 


(and you'll get them) 
When you present 


Rate Changes 


Rate and other changes an- 
nounced recently by the networks 
include: 

ABC-TV increases in basic eve- 


VICK CHEMICAL CO. 


(Morse International, Inc., N. Y.) 


This firm has started its campaign of day 


and night minutes in 25 markets. The 


schedules will run through January 1958. 


Ray McArdle is the timebuyer. 
WILSON & CO. 


(United States Advertising Corp., 


your product over 
ning-hour rates were announced Chicago) 


KMSO-TV for KOMU-TV Columbia, from 













This company’s fiscal year closes Oct. 31. 
. $250 to $275; KOAM-TV Pitts- An executive of the firm informs that 
by choice $ a “during the coming year we will continue 
\ J burg, Kan., from $300 to $325; to use television as one of the media for 
WCPO-TV Cincinnati, from $1,200 IDEAL DOG FOOD, but we do not now 
a — SELLING know the exact number of stations.” During 
; to $1,300; wmaz-Tv Macon, from the past season the company has been 
Fs WESTERN 
: 191,000 watts MONTANA $300 to $350: KHsL-Tv Chico. using spots in Dr. Hudson’s Secret Journal 
+ in 27 markets and announcement schedules 
KMS0 Mosby's from $225 to $250; KENI-TV An- in nine other markets. Jeannette Duringer 
-TV ne ‘ chorage and KFAR-TV Fairbanks, is the timebuyer. 
TRANSMITTER : combined rate from $100 to WRIGLEYS STORES. INC 
5, ° 
100 MILE RADIUS $200; wNEM-TV Bay City from (Simons-Michelson Co., Detroit) 
atop the $575. This food firm is running a heavy campaign 
r Saar “ae on all four stations in Detroit, a total of 
cana ONLY red TV hes increased p _ 128 announcements per week for 13 weeks. 
NGL basic hour rate of KELO-Tv Sioux According to Erv Levinson, advertising and 
MOUNTAIN SINGLE sales promotion director of the company, 
Falls, from $410 to $500 and of a ae thes SR ar : 
ELEVATION MEDIUM We expect big things from this 13-week 
WMAZ-TV Macon from $300 to buy, and if we’re right, Wrigleys will be 
7000 FT selling ail in spot television and radio at least 
: Western $350. 10 months of the year.” The firm is running 
Montana. NBC-TV has increased the broadcast schedules in six other Michigan 


cities. George J. Hill, tv-radio director, is the 


basic hour rate of WMAZ-TV por areeekg 


Macon, from $300 to $350; of 
WNEM-TV Saginaw-Bay City, from 
$575 to $775; of KstP-Tv Min- 
neapolis-St. Paul, from $1,550 
to $1,650; of wWweEau-Tv Eau 
Claire from $150 to $200; of 
KFSA-TV Ft. Smith, from $120 to 
$150; of KELO-TV Sioux Falls, = 
from $410 to $500; of KENI-TV 
Anchorage and KFAR-TV Fair- = | 
banks from $100 to $200. 
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RONZONI MACARONI CO., INC. 
(Emil Mogul Co., Inc., N. Y.) 


Ronzoni is co-sponsoring the CBS Television 
Film series, The Honeymooners, over 
wnuHc-tv New Haven, wrca-tv New York 
and wrcv-tv Philadelphia. It will continue 

| with its Children’s Theatre on wrca-tv New 
York. Joyce Peters is the timebuyer. 





WDXI-TV 


JACKSON, TENNESSEE 





SHWAYDER BROTHERS, INC. 
(Grey Advertising Agency, Inc., N. Y.) 


The campaign for SAMSONITE luggage to 
get under way around Oct. 21, mentioned 


Every day—more National Advertisers are 
recognizing the BIGNESS of WMUR-TV. 
Every day — more National Advertisers are 
buying time on WMU 

And with ~~~ j 1,000, 000 TV homes in The 
Central Area of New England WMUR-TV is 














a NATUR. AL—Low in cost, fine program- in Spot Report Sept. 23, will consist pri- 
am, pad ex os in CANE. for th marily of late-show minutes and will run 
Cleveland Browns Professional Football for eight weeks. Jerry Firestone is the 
Games. timebuyer. 
Call your FORJOE office for detailed in- 


formation. 
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CITCEA) --9 


Manchester, N. H. 


UNINUVNUUVLLLULLLULA UAL 


Covering half million 
people in the mid-South 
CHANNEL 7 


© Rintoul & McConnell, Inc. 


TRANSOGRAM, INC. 
(Lester Harrison, Inc., N. Y.) 


This toy company will start its pre-Christmas 
activity this year around the end of October. 
The firm expects to run a more extensive 
campaign than last season. Phyllis Brodie 

is the timebuyer. 
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CRITICAL JUNCTURE. |; may be 
an understatement but, in view of the 
action of the Federal Communications 
Commission on Sept. 18 in agreeing 
(by a five-to-one vote) to a three-year 
trial run of on-the-air subscription, it 
can be said that the television broad- 
casting industry is now at the most 
critical juncture in its brief but stormy 
history. Perhaps, by the time this is 
read, the commission’s action may be 
more realistically appraised than it was 
immediately following the announce- 
ment that it had directed preparation 
of an order providing for acceptance 
and consideration of applications to 
conduct subscription operations. 

The commission announcement was 
necessarily worded cautiously because 
the final order, which will set out the 
conditions and limitations under which 
subscription operations will be allowed, 
has not yet been drafted. The import- 
ant thing, however, is that the principle 
of subscription was agreed to, even 
though the details have not been work- 
ed out. What comfort this gives anti- 
subscription elements is difficult to 
determine. They should know that the 
notice of staff instructions issued on 
subscription was not essentially differ- 
ent from other notices on docket cases 
and that it was given out, as in other 
cases, to avoid leaks of commission 
action with possible consequent re- 
percussions on the stock market and 
pressures on commissioners before is- 
suance of final decisions. They should 
know that voting on instructions is 
tantamount to final action, despite the 
phraseology that the action “does not 

constitute adoption of a final 
order.” Obviously, it does not, since 
the “final order” is what the commis- 
sion directed its staff to prepare and 
has not yet seen. 


PREMATURE COMFORT. Ap- 
parently, the statement that the action 
“does not constitute a commitment 
that any applications will be granted” 
has brought some comfort. Again, this 
seems premature. How could the com- 


mission make any such commitment 


Washington Memo 


when it has not yet formally decided on 
the terms and conditions under which 
applications will be entertained? 
(Since when, incidentally, has the com- 
mission committed itself to grant any 
application? ) 

Then, there is comfort because the 
commission will not act on appli- 
cations prior to March 1. This, too, 
seems unrealistic. There would be little 
point in setting the date earlier, even 
if Congress showed no interest in 
legislation on the subject. Considering 
that it will probably be around Nov. 1 
before the final order is issued, that it 
takes some time before applications 
can be prepared and that applicants 
will have to arrange for obtaining 
equipment ard programs, the March 1 
date does not appear to be much of a 
postponement. 


HARRIS HEARINGS. If 


complacency based on belief that Con- 


there is 


gress will act in time to stop subscrip- 
tion, there seems to be little foundation 
for it. Chairman Oren Harris of the 
House Interstate Commerce Committee 
may find that the hearings he will 
hold in January may boomerang on 
him. There is little more that the net- 
works and motion-picture theatres can 
say against subscription that they have 
not already said. But the subscription 
promoters, fortified with an FCC au- 
thorization after four years of proceed- 
ings, can go to town. The Harris hear- 
ings will give them a valuable sound- 
ing board to push their best argument: 
let the public decide whether it wants 
to pay for programs. 

It should be recalled that hearings 
were held on subscription before the 
Senate Interstate Commerce Commit- 
tee, and that what developed from 
those hearings helped, rather than 
hurt, the pay-tv cause. While the staff 
report which was prepared on the ques- 
tion was not issued, enough of its con- 
tents have leaked out to indicate that 
an FCC decision was favored at least 
by the committee staff. During the 


hearings, one could observe the change 
in attitude on the part of Sen. John O. 





Pastore, who presided, from an anti 


position, when opposition arguments 
were presented, to a pro or neutral 
position when the subscription case 
was made. 

forces 


However, the subscription 


may be as united before the Harris 
committee as they were before the Sen- 
ate. Some of them have become so pre- 
occupied with wire that the FCC au- 
thorization may come to them as an 
anticlimax. Also, the development of 
the Teleglobe system, which requires 
water 


no decoder attachment, may 


down their enthusiasm for on-the-air 


toll service. 


TELEGLOBE SYSTEM. This system. 
incidentally, may speed on-the-air sub- 
scription service, since those stations 
which employ it will not have to wait 
for decoder equipment. All they will 
need to do is connect telephone wires 
to each home a comparatively 
simple and inexpensive project com- 
pared to installation of decoder attach- 
ments to each set. The system has an- 
other advantage over the others in 
that it lets the viewer see the picture 
With the 


visual announcements on the silent pic- 


unscrambled. addition of 
ture, the come-on for the subscription 
program would seem to be irresistible. 
All the viewer would need to do would 
be to turn a switch to bring in the 
sound. A central boxoffice would re- 

cord the charge- 
Teleglobe is but one of many devel- 
opments which subscription will sure- 
(Continued on page 67) 
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Co-op (Continued from page 37) 


Leo G. Dinesen, sales manager: “We 
have cooperative advertising agree- 
ments signed with most of our ac- 
counts, and if the radio or television 
advertising the account does meets 
with the terms of our contract, we 
will pay to the limits of that contract.” 

B. T. Babbitt has scripts available 
for use on television. The advertising 
agreement of the company makes a 
larger allowance for newspaper than 
for television. 

“We have a special cooperative ad- 
vertising allowance of 12 cents for 
newspaper and 8 cents for printed 
handbills or radio-television on Bab- 
O 48’s and 9 cents for newspaper and 
6 cents for printed handbills or radio- 
television on Bab-O Giant 24’s,” ex- 
plains G. E. Fagerlund, of the com- 
pany. “On Glim,” he continues, “we 
have an advertising allowance of 15 
cents for newspaper and 9 cents for 
printed handbills or radio-television. 
This pertains to any size Glim can. 
The dealer must feature at least one 
during a quarter and on Bab-O twice, 
in order to receive this allowance, 
which is based on the number of 
cases he purchases during the quar- 
terly period.” 

Adell Chemical Co., makers of Les- 
toil, says it is “willing to furnish 
films, slides or scripts,” but to date 
has received no requests for them. 
The company, says J. L. Barowsky, 
president, has “standard cooperative 
contracts, allowing 15 cents per case 
to all of our customers who furnish 
evidence of advertising Lestoil through 
any medium.” 


Automotive 


A complaint against television as 
compared to newspapers is_high- 
lighted by Ralph H. Harrington, ad- 
vertising director of the General Tire 
& Rubber Co. “I can’t see any object 
in publicizing details of our local 
dealer tv cooperation until the tele- 
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vision stations show enough spirit of 
reciprocity to make it easier for co-op 
advertisers to check the station’s local 
rates,” he says. 

The Newspaper Advertising Exec- 
utives Association, Mr. Harrington 
explains, has spearheaded a drive to 
get newspapers to submit their local 
rate cards to co-op advertisers. When 
he made a plea to the Television 
Bureau of Advertising and the Radio 
Advertising Bureau, he met with no 
success, he says. Mr. Harrington 
points out that the NAEA action helps 
to “lay the suspicion of double billing, 
secret rebates and some of the other 
evils of co-op advertising by recom- 
mending that members supply the 
ANA with copies of their retail rate 
cards. 

“The TvB passed the buck by send- 
ing my letter to Harold Fellows, 
president of NARTB, who promptly 
passed it back to the TvB,” the tire 
executive continues, adding: “General 
Tire’s cooperative advertising cost 
runs around $3 million a year, and 
I can tell you that more and more of 
it is going into newspapers.” 

The B. F. Goodrich Tire Co. pro- 
vides films for distributors and dealers 
and cooperates on time costs. Ed C. 
Bartlett, national advertising manager, 
says: “We cooperate 50 per cent on 
local television, providing the total of 
the dealer’s cooperation costs for all 
media does not exceed our regular 
11% per-cent limitations. This means 
that we cooperate up to 11% per cent 
of a dealer’s purchases.” In line with 
the criticism of tv co-op expressed by 
Mr. Harrington, Mr. Bartlett adds that 
a local rate card and contract must 
be submitted for approval by the 
company. 

Other tire companies offering co-op 
plans include Armstrong-Norwalk Rub- 
ber Corp., Dayton Rubber Co., Fire- 
stone Tire & Rubber, Lee Tire & Rub- 
ber and U. S. Rubber. 

The automobile companies, in al- 
most every instance, cooperate with 
dealers by furnishing films and slides. 
Money allocated to dealer advertising 
is based on purchases and is generally 
controlled by dealer associations. 


Gas and Oil 


Many of the large gasoline and oil 
(Continued on page 62) 
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ances). Scripts. Co-op by arrangements, 
usually 2% of purchases. 

Westinghouse Electric Corp. (Laundry 
equipment). Films. Co-op 50/50. 

York Corp. (air conditioners). Films. 
Co-op 50/50. 


HOUSEHOLD FURNISHINGS 
B&M Corp. Films. 
Bridgeport Brass Co., Copperware Divi- 
sion. Films. 
Butler Mfg. Co. (steel beds). No films. 
Co-op 50/50 by arrangement. 
Chambers Ranges, Inc. Films. Co-op 50/50. 
Congoleum-Nairn, Inc. (floor coverings 
& tile). Films. No co-op. 
Florence Stove Co. Films. No co-op. 
Glenwood Range Co. No films. Co-op up 
to 50/50 by agreement. 
Harvard Mfg. Co. (metal bed frames). 
Films. Some co-op by agreement with dis- 
tributors. 
Kentile, Inc. (floor coverings). Films. 
No co-op. 
Kirsch Co. (vertical blinds). Films. No 
co-op. 
La-Z-Boy Chair Co. Films. 
George D. Roper Corp. (gas ranges). 
Films. Co-op by agreement. 
Sandura Co. (floor covering). Films. Co- 
op by agreement. 
Sealy, Inc. (mattresses, etc.). Films. Co- 
op based on purchases. 
Serta Associates” (mattresses). Films, 
slides, scripts. No co-op. 
Simmons Co. (sofas, mattresses). Films. 
No co-op. 
Taylor Bedding Mfg. Co. Films. 
Trimble Inc. (aluminum and iron furni- 
ture). No films. Co-op up to 50/50 based on 
purchases. 


Wunda Weave. Films. 


HOUSEHOLD, GENERAL 
Aluminum Cooking. Utensils Co. Films. 
Boonton Molding Co. (plastic table- 
ware). Films. Co-op up to 50/50 by agree- 
ment. 

Bridgeport Brass Co., Copperware Div. 
(kitchen utensils). Films. Co-op 50/50 by 
arrangement. 

Detecto Scales Inc. No films. Co-op by 
agreement. 

Fieldcrest Mills Inc. (sheets, towels, 
blankets). Scripts. Co-op by agreement. 
Gorham Co. (sterling flatware). Films. 
Co-op 50/50. 

International Silver. Films, slides, scripts. 
Co-op based on purchases. 

Oneida, Ltd. (silverware). Films. Co-op 
allowance from manufacturer. 

Roto-Broil Corp. Films, scripts, slides. 
Co-op by agreement. 


(Continued on page 62) 
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POTENTIAL OF TAPE. [n the mush- 
rooming magnetic-tape field there are 
four main entrants—Orradio, Reeves 
Soundcraft, Minnesota Mining and 
Audio Devices. The field is hosting 
new entrants as more and more indi- 
viduals realize the tremendous potential 
of the industry. 

Audio Devices, Inc., set up in 1938, 
specialized in its early years in making 
recording discs for radio use. During 
the late ’30s and early “40s when some 
fresh developments in the science of 
sound and the use of magnetic tape 
were under way, Audio established a 
prestige reputation among engineers. 

When World War II ended, tech- 
nicians were ready with a wide number 
of applications for the use of tape re- 
cording, and Audio was in the fore- 
front of the field. Magnetic tape is, 
of course, not confined simply to home 
phonographs for the family. It is being 
used in business, schools, churches, 
industry sessions and a score of other 
fields that previously ignored it as a 
work tool. 


EVEN BROADER USE. This does 
not include the use of magnetic tape 
by movie and tv film studios. And 
there is an even broader use antici- 
pated for tape in computing and tabu- 
lating machines in the years ahead. 
The magnetic-tape volume, at pres- 
ent about $12 to $15 million annually, 
is split among the four companies, 
with 3M doing 50 per cent of the busi- 
ness, Audio 25 per cent and the re- 
mainder shared by Orradio and Reeves 
Soundcraft. Some new 
small but energetic, have entered the 
field in the last few months, and more 


companies, 


can be expected as the volume grows 
to the $50-million level, predicted for 
1960-62. 

Audio, listed on the American Stock 
Exchange, is the No. 2 company in 
the field. It’s estimated that Audio 
does about $1l-million worth of busi- 
ness in the declining field of record- 
ing discs out of a total 1956 volume of 
$3,707,576 and a 1957 estimated 
volume of $4.7 million. This gain in 
sales—it was up 30 per cent in the 


Wall Street Report 
iA ithe iitieerninatanees 


first half of 1957—is significant since 
it was accomplished despite some 
sharp price competition in the indus- 
try. Moreover, the profits in the first 
half jumped by 50 per cent over the 
initial six months of 1956, and earn- 
ings for the year should hit $325,000, 
equal approximately to 50 cents per 
share, compared with $212,457, or 32 
cents per share, on the 650,954 shares 


outstanding. 


AUDIO’S PROSPECTS. If the rate 
of growth predicted for the industry 
is realized in the next few years, and 
Audio retains its share of the market, 
it is likely that on its magnetic-tape 
income Audio’s volume should hit $15 
million by 1960. 

This additional capital is to finance 
Audio’s entry into a new field, the 
production of silicon rectifiers. To put 
this activity into perspective, a little 
explanation is required. 

A large segment of American indus- 
try and many products require direct 
current in electric power, although 
most of the nation’s power is generated 
on alternating current for economic 
reasons. Thus there’s great need for 
rectifiers to convert AC power to DC 
current. 


Industry Demand 


Most rectifiers in use today are 
made of selenium, and they have been 
a great boon to the growth of many 
products ranging from radio to tv 
sets. However, like earlier rectifiers of 
copper oxide or copper sulfide, seleni- 
um finds the technical requirements of 
industry are moving into areas that 
selenium is finding difficult to satisfy. 
Example: portable tv sets require the 
selenium rectifier to convert an amount 
of power that is not excessive, but it 
takes place in a much smaller space, 
so that the heat generated is much 
greater and there’s not as much air 
space to cool the rectifier, which fre- 
quently burns out. There are high- 
temperature selenium rectifiers being 
made, but they too have a capacity, 
and as you move into higher power re- 
quirements the size of the rectifier be- 


comes prohibitive for the uses intended. 


SILICON SUPERIOR. On the other 
hand, silicon rectifiers, only 10 to 15 
per cent the size of selenium rectifiers 
can, it’s claimed, absorb several times 
the power and heat capacity of the 
selenium. There have been develop- 
ment and acceptance of silicon recti- 
fiers in industry, but to date they have 
had little or no place in the mass mar- 
ket for consumer items such as radio 
and tv sets. Audio Devices thinks there 
is a great need for them in those 
products and in digital computers and 
a number of other fields. 

Audio’s entry into the field was 
bomb-like when Sarkes Tarzian, the 
largest mass producer of selenium 
rectifiers, filed suit to prevent some of 
his former employes from joining 
Audio to turn out the new silicon rec- 
tifiers. 

Audio is counting on two factors in 
its entry into the silicon field. Prima- 
rily, of course, it is confident that the 
demand for these rectifiers will grow 
substantially in the next few years. 
In addition, there is the logic of the 
product in that it supplements the dis- 
tribution system Audio now operates. 
Audio sells direct to manufacturers and 
jobbers. These rectifiers are natural 
for both customers. It gives their sales- 
men an additional product. The job- 
bers, of course, supply the tv repair- 
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Co-op (Continued from page 60) 


refiners have cooperative programs of 
one type or another. 

Sinclair Refining Co. has a coopera- 
tive plan under which the company 
furnishes filmed commercials and pays 
half of the time costs. “We try to give 
our participants all possible help in 
making the best choice of time, pro- 
gram, etc., as part of our regular 
procedure,” Sinclair advertising man- 
ager James J. Delaney says. 

General Petroleum Corp. makes 
films, slides and scripts available to 
dealers for use on local programs. F. 
C. Meunier, manager of advertising 
and sales promotion, says that “in 
certain instances, particularly in sec- 
ondary markets, we do pay a portion 
of the cost of television advertising. 
Normally this is one-third of the 
total cost and involves the dealers in 
an area paying one-third and the dis- 
tributor paying one-third.” 

Quaker State Oil Refining Corp. 
will furnish either slides or films for 
local dealers, but in most cases has 
found that they prefer scripts which 
can be used by local announcers. A. 
S. Blank, advertising manager, says 
Quaker State “sometimes participates 
in the cost of local tv and radio ad- 
vertising with our distributors. Such 
advertising,” he points out, “is oft- 
times in connection with the announce- 
ment of a new distributor or some 
special promotional program.” 

Richfield Oil Corp. furnishes films, 
slides, and scripts and cooperates on a 
50/50 basis with dealers in paying 
television time costs. 

Sunray Oil Co. pays “from one- 
quarter to one-half of the time costs 
for local distributor television adver- 
according to R. B. Middleton, 
advertising and sales promotion de- 


tising,” 


partment. The company also furnishes 
films, slides and scripts. 

Standard Oil of California fur- 
nishes film to distributors, as does 
Standard Oil of Indiana. Neither pays 
television time costs. Wesley I. Nunn, 
manager of the advertising sales de- 
partment of Indiana Standard says we 
furnish “film slides and scripts to 
dealers only on specific request.” 

Continental Oil has 
film, slides and scripts available, but 


commercial 


does not cooperate on time costs, while 
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the Texas Co. has scripts available for 
television use. Humble Oil & Refining 
Co. is willing to furnish film if it is 
requested. 


Building Material, Paints 


There has been considerable inter- 
est in co-op advertising in the build- 
ing-material and equipment industries. 
In the furnishing of kitchens, for 
example, companies willing to  co- 
operate with dealers in advertising 
include: Acme Steel Co., makers of 
Geneva Modern Kitchens; Avco Mfg. 
American Kitchens; Miller 
Metal Products, Beautycraft Kitchens, 
and Mullins Mfg. Co., Youngstown 
Kitchens. 

Several paint makers now cooperate 


Corp.., 


with dealers and distributors. Among 
these are American-Marietta Co., 
American Sta-Dri, Barreled Sunlight 
Paint Co., Dutch Boy Paints, Luminall, 
O’Brien Corp. and Valspar. 

Makers of hardware, plumbing sup- 
plies and even prefabricated houses 
are offering cooperation on television 


advertising. 


Drug Products 


A number of important drug-pro- 
duct manufacturers and packagers are 
interested in co-op. 

Bristol-Myers 


furnishes film and slides to distrib- 


Products _ Division 
utors where arrangements have been 
made for the use of dealer-sponsored 
television. “We do allow cooperative 
advertising money on special promo- 
tions of our products,” says D. S. 
Frost, vice president. “In some cases 
it may be possible for the retailer to 
use these cooperative funds in tele- 
vision. The amount of cooperative 
funds depends entirely upon the par- 
ticular promotion and is usually based 
upon the amount of purchase, rather 
than on any percentage of the cost 
of the advertising effort.” Summa- 
rizing, Mr. Frost adds: “Our partici- 
pation in any cooperative television is 
dependent entirely upon the circum- 
stances of a particular promotion.” 
McKesson & Robbins operates on 
“what we term a ‘partnership plan’ 
whereby the dealer and the company 
share local costs on a 50/50 basis,” 
says D. C. Berry, vice president and 
advertising manager. “It differs from 
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Co-op List (Continued from 60) 


HOUSEHOLD LAUNDRY PRODUCTS 


Adeli Chemical Co. (liquid detergents). 
Films, 


based on 15e per case allowance. 


slides, scripts on request. Co-op 
Calgon Inc. (water conditioner etc.). 
Scripts. Co-op based on purchases. 

Clorox Chemical Co. Scripts. Co-op al- 
lowance based on purchases. 

Gold Seal Co. (Glass Wax, Snowy White 
bleach). Films, scripts. Co-op by agreement. 
Lever Bros. Soap Products Division. No 
films. Co-op allowance by agreement. 
Pacific Coast Borax Co. Slides, scripts. 
Co-op based on purchases, 


HOUSEHOLD PAPER PRODUCTS 
Doeskin Products. Films. Some co-op by 
agreement. 

Kimberly-Clark Corp., Cellucotton Di- 
vision. (Kleenex). Scripts. Co-op plan by 
agreement. 


MISCELLANEOUS 
American Can Co. (Miracans for bev- 
erages). No films. Co-op by agreement. 
Beltone Hearing Aid Co. Scripts. Co-op 
by arrangement. 
Dictograph Sales Corp., Acousticon Divi- 
sion (hearing aids). Scripts. Co-op by 
agreement based on purchases. 


Hertz System Inc. Films. No co-op. 


NOTIONS 
John Dritz & Sons (sewing aids). No 
films. Co-op based on purchases up to 10% 
for some items. 
Joshua Meier Co. (albums). No films. 
Co-op 25/75. 
Niagara Therapy Corp. (motorized heat- 
ing pad). Films. No co-op. 


SPORTING GOODS, BICYCLES, TOYS 
American Character Doll Co. Films. Some 
co-op by special arrangement. 

Browning Arms Co. Films, scripts. No 
co op. 

Brunswick-Balke-Collender Co. (bowling 
balls, shoes). Films. No co-op. 
Chattanooga Royal Co. (barbecue grills, 
etc.). No films. Co-op 50/50 up to 1% of 
purchases. 

Effanbee Doll Corp. Films. Co-op by agree- 
ment. 

Enterprise Mfg. Co. (Pflueger fishing 
tackle). Films. No co-op. 

Evinrude Motors. Films. Pays cost in 
selected markets. 

A. C. Gilbert Co. (American Flyer trains 
& toys). Films. Co-op based on purchases. 
Ideal Toy Corp. Films. No co-op. 
Lionel Corp. (trains). Films. No co-op. 
Outboard Marine & Mfg. Co. (Johnson 
motors). Films, scripts. No co-op. 
Picture Craft (oil painting kits). Films. 
Co op based on purchases. 
Rawlings Sporting Goods Co. Slides, 
scripts. No co-op. 








STATIONERY, OFFICE EQUIPMENT 
Esterbrook Pen Co. Films. 

Paper Mate Co. (pens). Films. Co-op 
based on purchases. 

Remington-Rand, Inc. (portable type- 
writers). Films. No co-op. 

Royal Typewriter Co. Films. No co-op. 
Scripto (pens, pencils). Have made occa- 
sional tv buys on dealer’s shows by special 
agreement. 

W. A. Shaeffer Pen Co. Films. No co-op. 
Swingline. Films. 

TELEVISION, RADIO, 
PHONOGRAPH, MUSICAL 
Admiral Corp. Scripts. Up to 50/50 with 

distributors. 

Crosley (tv, radio sets). Scripts. Co-op 
50/50. 

Alien B. Du Mont Labs (tv sets). Scripts. 
Co-op 50/50. 

(tv-radio sets). 
Co-op by arrangement. 


Emerson Films, slides. 
Appliance and 


Receiver Division. Films. No 


General Electric Co., 
Television 
co-op. 

Housewares and 
Films. 


General Electric Co., 
Radio 
50/50. 
Magnavox. Slides. Co-op by agreement. 
Motorola. Films. 


Receiver Division. Co-op 


Olympic (tv, radio sets). No film. Co-op 
50/50 by agreement with distributors. 
Packard-Bell Co. (tv, radio sets). Some 
film. Co-op varies according to region. 
Philco (tv, radio sets). Films. Co-op 50/50 
by agreement with distributors. 

RCA, Films. Co-op up to 75% time costs. 
Syivania (tv sets). Films. Co-op 50/50. 
Westinghouse Electric Corp. (tv, radio 
sets). Films, scripts, slides. Co-op 50/50. 
Zenith Radio Corp. (tv, radio sets). 
Films. Co-op 50/50 by agreement with dis- 
tributor. 


TOBACCO PRODUCTS, SUPPLIES 
Evans Case Co. (smoking accessories). 
Films. Co-op 50/50. 

Gradiaz, Annis & Co. (Gold Label 
cigars). No films. Co-op 50/50. 

Ronson Corp. (lighters). Films. Co-op 
allowance up to 10% of purchases. 


WATCHES, JEWELRY, CAMERAS 
Anson, Inc. Films. 
Bell & Howell Co. (projectors, cameras). 
Scripts. Co-op allowance 5% quarterly pur- 
chases. 
Benrus Watch Co. Films, slides, scripts. 
No co-op. 
Bulova Watch Co. Films, scripts. No co-op. 
Columbia Diamond Rings. Films, slides. 
No co-op. 
Eastman Kodak Co. Films, slides, scripts. 
No co-op. 
Elgin National Watch Co. Films. No co-op. 


General Aniline & Film Corp., Ansco 
Division. Films. No co-op. 


Co-op (Continued from page 62) 


a strictly co-op plan in that special 
arrangements must be made with each 
dealer before a ‘partnership plan’ can 
become effective. We believe our ‘part- 
nership plan’ provides our dealers 
with plenty of scope within which to 
operate, yet permits us to maintain a 
reasonable control over our advertis- 
ing The 
makes film commercials and scripts 


expenditures.” company 
available to dealers. 

Films, slides and other material are 
furnished to dealers by the S.S.S. Co., 
and the firm pays a portion of costs 


of the 


regular 


on some time that is used 


“Our 


Lamar Swift, executive vice president, 


arrangement,” says 
“with our direct purchasers is to al- 
low up to five per cent of net pur- 
chases for promotional purposes. This 
be used at the 
Most of the television 
time that is used, Mr. Swift adds, is 


is to discretion of 


the account.” 


by special arrangements with the vari- 
ous outlets. Programs or spots offered 
are analyzed against what would nor- 
mally be used in a market, and if it 
is to the company’s advantage a co- 
operative arrangement is made. 
Grove Laboratories supplies films, 
slides and scripts, but does not, at 
present, have any cooperative agree- 
ments, according to R. W. Testement. 
At Block Drug films and slides are 
furnished on occasion, and scripts are 
furnished on regular basis. “We do 
not have a regular and continuous ar- 
rangement for paying part of the cost 
of tv time,” says A. L. Plant, adver- 
tising manager. “In connection with 
specific promotions, however, we have 





Graflex Inc. 
50/50. 
Gruen Watch Co. Films. Distributors have 
some co-op arraigements. 


(cameras). Scripts. Co-op 


Hamilton Watch Co. Films, slides, scripts. 
No co-op. 


Helbros Watch Co. Inc. Films. 
International Silver Co. Films. 

Jacques Kreisler Mfg. Corp. Films. 
Norman M. Morris Co. (Omega 
watches). Scripts. Co-op 50/50 up to 5% 
of year’s purchases, 

Oneida Ltd., Silversmiths. Films. 
Polaroid Corp. Films. No co-op. 

Speidel Corp. (watch bands). Films. No 


co-op. 


made cooperative advertising allow- 
ances available to our customers. The 


of money made available is 


amount 
tied in with the amount of the pur- 
chase rather than the amount involved 
in the advertising.” 

The Rexall Drug Co. furnishes films 
to druggists afhliated with the firm. 
There are 13 different all, 
says John Hart, director of advertis- 
“They 


duration, with enough time at the end 


films in 


ing. are all of one-minute 
for local identification.” Rexall drug- 


gists pay the time costs. 


Cosmetics and Toiletries 
A number of cosmetic and toiletry 
manufacturers have co-op plans, usu 


ally based on purchases. Some fur 


nish assistance with television com- 
mercials; others do not. 
Helene Curtis Products. Inc.. fur- 


nishes scripts and film to dealers on 
request. An advertising allowance is 
based on purchases. Revlon does, oc- 
casionally, provide dealers with tele- 
vision commercials, but has no fixed 
policy of furnishing films, slides o1 
scripts. A cooperative advertising al- 
lowance is made to all dealers, based 
on purchases of Revlon products. 


Antell’s 


somewhat 


television policy 
the 
the 


arrangements 


Charles 
differs 


manufacturer 


from average 


because company 
has completed barter 
with more than a hundred television 
stations. These were special agree- 
ments through which stations received 
films owned by Antell in exchange for 
tv time. Charles Weigert, director of 
advertising for the 


company, explains: “We do not buy 


and marketing 


television time on existing shows 
handled by our distributors and deal- 
ers. We do, however, through special 
arrangements with these dealers and 
distributors, allow them time on tele- 
vision spots which we have obtained at 
a reasonable rate through our barter 
arrangement. Naturally, we do not 
charge the dealers and distributors for 
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Co-op (Continued from page 63) 


this type of arrangement, and we, 
ourselves, furnish the stations with 
slides and scripts for dealer coopera- 
tion on this type of arrangement.” 

The Cellucotton Division of Kim- 
berly-Clark Corp., distributors of 
Kleenex, cooperates with distributors 
by furnishing scripts and reimbursing 
for television time under terms of the 
the particular promotion agreement 
which applies. 

Several of the shaver companies 
cooperate with dealers and distribu- 
tors on television. Remington Rand, 
for example, has a cooperative plan 
“The basis 
for our participation changes con- 
stantly,” says Edward J. Chapdelaine, 
of the advertising department. “The 
terms are published just prior to our 
usual advertising periods of 13 weeks 
prior to Father’s Day and 13 weeks 
prior to Christmas. All advertising 
must be applied for in our authoriza- 
tion form before any advertising is 
done.” Scripts and films are furnished. 


which covers television. 


Ale, Beer, Wine 


In a number of states brewers are 
required by law to pay all advertising 
costs, so that cooperative agreements 
are not possible, but in those states 
where no such law exists brewers often 
have one form or another of coopera- 
tive agreement. 

Pabst Brewing Co., for example, 
furnishes films and scripts for tele- 
vision. “We also cooperate with dis- 
tributors in those areas where legally 
permitted to do so,” adds R. H. Heh- 
man, director of marketing. “We 
usually split the cost of these pro- 
grams on a 50/50 basis.” 


West End Brewing Co., of Utica, 


“LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
22 E. 56th St., New York City 
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N.Y., furnishes films, slides and 
scripts on request. They will cooperate 
on television time, but there has been 
little demand for it. M. K. Goetz 
Brewing Co. has film and scripts for 
television advertising by distributors 
and at present pays for all schedules 
which are running. 

Peter Hand Brewing Co. makes an 
advertising allowance to distributors 
based on sales. This allowance may be 
used for television. The company will 
furnish film, slides or scripts. 

Falstaff Brewing Corp. furnishes 

film, slides or scripts, but does not 
pay time costs. Carling Brewing Co. 
has the same policy, as has Duquesne 
Brewing. 
Genesee Brewing, of Rochester, 
N.Y., says it would be glad to co- 
operate with distributors but, since 
territories are small compared to sta- 
tion coverage, co-op advertising has 
not been in demand. The company 
uses a sizable amount 
spot. 


of television 


Clothing, Furnishings 


Clothing and furnishings manu- 
facturers are becoming more and more 
important in television co-op. While 
few of these companies are big tele- 
vision advertisers in their own names, 
the total which they spend for tele- 
vision through cooperating with dis- 
tributors and dealers is important. 
Most of their agreements are made on 
the basis of a percentage of purchases. 

In the shoe field, companies co- 
operating, based on purchases, in- 
clude: Allen-Edmonds Shoe Corp.; 
Desco Shoes; H. C. Godman Co.; In- 
ternational Shoe Co. divisions for 
Accent, Red Goose, Star Brand, Trim 
Tread, Poll Parrot 
shoes; A. E. Nettleton Co.; Peters 
Roberts, Johnson & Rand; J. P. Smith 
Shoe Co,, and U. S. Rubber Co. 

Among men’s clothing and acces- 
sory makers cooperating with tv ad- 
vertising on one basis or another are: 
Adam Hat Mfgs., Beau Brummel Ties, 
B.V.D. Co., Cluett, Peabody & Co., 
F. Jacobson & Sons, Inc., Manhattan 
Shirt Co., Palm Beach Co., Phillips- 
Jones Corp., Truval Mfgs., Inc., and 
Max Udell Sons & Co. 

Women’s manufacturers 
having similar agreements include: 
Berkshire Knitting Mills, Burlington 


clothing 


and Wintrop. 


Mills, Flexees, Inc., Hollywood-Max- 
well Co., Jantzen, Kramer Bros., Re- 
velation Bras, Rivoli Corset Co., Rose 
Marie Reid, Sapphire Hosiery Corp., 
Sarong, Inc., Strouse, Adler Co. and 
the Vasser Co. 

Sears, Roebuck and Co. notifies its 
member stores of the “availability of 
tv films, slides and scripts created here 
Retail Advertising 
and Sales Promotion Department,” 
says J. H. McDivit of the department. 
“The stores determine independently 


in our National 


whether they will order and use these 
materials. The slides and scripts are 
offered as part of their regular retail 
advertising service. There is a nominal 
printing fee charged directly to the 
store ordering copies of the films. . . . 
The individual stores that use tv pay 
the entire cost of the tv time they use 
in their own locations.” 

A number of services have co-op 
agreements available. 
Companies 


Nationwide Insurance 


have commercial film available for 
their agencies and participate in time 
costs up to 50 per cent. Other insur- 
ance companies like State Farm Mutual 
and Mutual Benefit have similar ar- 
rangements. 

~ Roto-Rooter Corp., makers of sewer- 
and drain-cleaning equipment, pro- 
duces television commercials, scripts, 
films, slides, etc., and furnishes them 
to Roto-Rooter franchise owners for 
use in their own markets, according 
to N. W. Larsen, of the company. 
Time costs are paid for by the Fran- 
chise owners. 

While each of the product groups 
is dealt with separately in the al- 
phabetical listing which accompanies 
this article, space limits their discus- 
sion here. 

Many of the companies not listed 
are considering going into co-op, and 
some of these would be willing to ex- 
periment with agreements in certain 
markets, provided they can qualify 
under the Robinson-Patman act. 
man act. 

Altogether, the television co-op ad- 
vertising picture is a bright one. If 
interest continues to quicken at the 
pace set during the last 12 months, 
television may soon be one of the 
largest co-op advertising mediums, in- 
stead of one of the smallest, as it was 
a few years ago. 











Pulse_ Continued from page 45) 
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better part of the part-time viewers 
missed the first part of the show, be- 
cause another query turned up .6 per 
cent of the audience that had 
“watched” only part of the show the 
first time around. 

There was a fragmentary one tenth 
of one per cent (that’s one person) 
who was possibly worse off than the 
seven per cent who didn’t know if 
they had seen a repeat. This person 
didn’t know why he had watched a 


certain show for the second time, and 





GE: 
QUESTION 6: From your own 
viewpoint, are you in favor of 
having programs repeated on 
Television a second time at a 
later date? 





# % 

Yes 405 40.5 

429 42.9 

No opinion 166 16.6 
Total Respondents 1000 100 


| 
| 
| 
| No 
| 
| 





the advertiser is free to consider him 
waste circulation, since it is doubtful 
if he could find the supermarket with 
both hands and radar. 

There were 563 viewers who saw 
definite advantages in repeat shows 
(question 3). That amounted to 56.3 
per cent of the sample. Only one third 
of the sample said there was definitely 
not any advantage in re-runs. 

The big advantage in re-runs, ac- 
cording to the viewers who liked them, 
was that they could view a program 
originally missed (question 4). And 
there was a round 30 per cent of the 
pro-re-run respondents who simply 





Twigger (Continued from page 46) 


throughout Texas, New Mexico and 
Oklahoma. Minute and 20-second com- 
mercials have been put on film, using 
essentially the product pitch originated 
by KMiD-Tv. The spots have been used 
in more than 20 cities in the three- 
state area. 

Lanpar naturally has national as- 
pirations for its Twigger. And spot tv 
no doubt will be a prime factor in 
moving the dentifrice that seems 
really to be for those who can’t brush 
their teeth between meals. 





QUESTION 7: If there were fewer 
repeat programs shown on tele- 
vision during the summer months 
do you feel this would in any 
way affect the amount of time 
you spend watching television 
during the summer? 


7% 
Yes 294 29.4 
No 574 57.4 
No opinion 132 13.2 








Total Respondents 1000 100 


stated that they liked seeing a good 
show the second time. 

Other advantages cited by minor- 
ities were: being able to view a special 
show again; some programs have good 
educational points that bear repeating; 
there’s an advantage to knowing more 
about the program. 

When it came to citing disadvan- 
tages of re-runs, better than 40 per 
cent of the full sample had reasons 
(questions 4 and 5). 

Keeping away from specifics, 27 per 
cent said they just disliked repeats. 
Twenty-five per cent said a show was 
clearly boring the second time over. 
Another 20 per cent said there were 
too many repeats. Eleven per cent dis- 
liked the lack of variety in program- 
ming with all the summer’s warmed- 
over hash. 

There were 24 persons who objected 
to the repeating of shows they found 
putrid the first time. 

From their own viewpoint, respond- 
ents were asked if they were in favor 
of repeats. A little over 40 per cent 
said yes, and more than 15 per cent 
had no opinion, which would indicate 
they at least had no objections. More 
than 40 per cent said they would 
rather not have shows repeated at a 
later date (question 7). 

Viewers were then asked, “If there 


QuEsTION 8: If “YES” (to ques- 
tion 7) how would it affect your 
summer time viewing? 





+ 7% 
Watch tv more. 215 73.2 
Watch tv less. 7. ae 
Want new variety. 46 15.6 
Dislike repeats. 26 «68.9 

294 100 





Total Respondents 





were fewer repeat programs shown on 
television during the summer months, 
do you feel this would in any way 
affect the amount of time you spend 
watching television during the sum- 
mer?” 

Close to 60 per cent agreed that 
their viewing would be affected. Just 
about 30 per cent would not be af- 


fected. Some 13 per cent had no 


opinion. 
How would it affect summer viewing 
(question 9)? Close to 75 per cent 


would watch more tv. Only 2.4 per 
cent would watch less. Fifteen per cent 
want variety, and 8.9 per cent dislike 
repeats. 
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NBC Film 


gimmickery of 
deals.” 


“Whether one measures these sales in 


(Continued from 41) 


special inducement 


dollars, markets covered or television 


homes reached,” says Mr. Keever, 
“they tally as impressively as their 
networks. The 


network-type sale, however, generally 


counterparts on the 


manages to command more attention 
because only one or two sponsors un- 
derwrite the program. 

“Actually, the syndicated sales for 
a given series—with a wide variety of 
sponsors, products or services, in every 
part of the country and aired on differ- 
ent days and in different time segments 
—represent a much stronger testament 
of confidence in the program’s ability 
to attract and hold an audience. Non- 
network stations and advertisers re- 
present the new hardcore jury on what 
the tv viewer wants for entertain- 
ment.” 

What is now NBC Television Films 
was originally a division of NBC-TV 
Network Sales back in 1950. On March 
3, 1953, it was separated from that 
branch and established as one of the 
company’s three major operating di- 
visions under the name of NBC Film 
Division, with Robert W. Sarnoff, now 
president of NBC, as vice president 
in charge of its operations. Prior to 
achieving independent-division _ sta- 
tus, the organization had been syndi- 
cating two Hopalong Cassidy series 
(hour and half-hour episodes), Dan- 
gerous Assignment and The Lilli Palm- 
er Show. 

Mr. Sarnoff headed NBC Film until 
December 1953, when he was elected 
executive vice president of NBC. Tak- 
ing his place as vice president in 
charge of the film division was Carl 
M. Stanton, who had joined NBC in 
August 1949 as director of the tele- 
vision talent and new programs de- 
partment and had moved over to NBC 
Film as director in March of °53. 

During Mr. Sarnoff’s tenure at NBC 
Film, the division placed in syndication 
Victory at Sea, Badge 714, Inner 
Sanctum, Douglas Fairbanks Presents, 
Captured and The Visitor; at the end 
of its first year of operation, the di- 
vision numbered 14 properties in its 
inventory, along with 26 feature films, 
more than half of which had been 
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BPA Convention 


The second annual convention 
of the Broadcasters’ Promotion 
Assn. will be held November 1 
and 2 at the Sheraton Hotel, 
Chicago. 

David E. Partridge, BPA pres- 
ident and advertising-sales pro- 
motion manager for Westing- 
house Broadcasting, says seminar 
subjects will include trade paper 
advertising, effective on-the-air 
promotion, sales presentations, 
merchandising and promotion 
cooperation with agencies and 
syndicates. 

The subjects were selected by 
a survey of the membership. Ell 
Henry, director of advertising, 
promotion and press information 
for the central division of ABC, 


Chicago, and convention-seminar 








chairman, says that most sessions 
demonstration 
method and ample time will be 


will use the 


given to questions and floor dis- 
cussions. 

Registration starts at 5 p. m. 
Thursday, October 31, with busi- 
ness sessions open only to the 
membership. 


eoueueenesesnenneneneen epeenanense tienen 


produced since 1950 and none of 
which hed previously been seen on 
video. “The NBC Film Division’s first 
year was one of rapid, though care- 
fully controlled, growth,” said Carl 
Stanton at the time. 

During 1955 the NBC Film Divisior 
commissioned three new series—The 
Great Gildersleeve, Crunch and Des 
and Steve Donovan, Western Marshal 
—bringing its total to 17, 12 of which 
were sold in more than 100 markets, 
with 14 sold in the New York market 
alone. The division, which reported 
1955 sales as being 20 per cent higher 
than in 1954, was alsu operating two 
self-contained film exchanges and ad- 
ministering the largest library of stock 
film footage in the tv industry. 

In February 1956, a few weeks after 
the NBC Film Division moved to 
larger New York quarters at 663 Fifth 
Ave., it was transferred to the Kagran 
Corp. and renamed NBC Television 
Films. Explaining the transfer to Kag- 
ran, an NBC wholly owned subsidiary 


whose activities had previously been 
limited to licensing and merchandising 
and whose operation was headed by 
Alan W. Livingston as president of 
the corporation, NBC president Sarn- 
off said at the time that the move 
would “permit more efficient operation 
and provide flexibility for NBC’c syn- 
dicated film business.” 

Even greater flexibility was provided 
when Kagran was retitled California 
National Productions, Inc., in the sum- 
mer of 1956 and the producing of 
film series for syndication was added 
to its operation—an operation which 
now also includes handling the NBC 
Opera Company on tour, NBC backing 
of Broadway shows (Ethel Merman’s 
starring vehicle, Happy Hunting, for 
example) and the merchandising and 
licensing for NBC programs. 

On July 9, 1956, Robert Daniels 
Levitt general 
CNP, bringing with him a rich and 


became manager of 
varied career background. After study- 
ing law at Columbia for two and a 
half years, Bob Levitt left school to join 
the old New York Evening Journal 
as a cub reporter, and in six months 
he was writing a column on Brooklyn 
politics. In 1938 he moved to advertis- 
ing and promotion for the Journal- 
American and by 1940 he had become 
assistant circulation director for all the 
Hearst newspapers. 

During World War II Mr. Levitt 
served as aide to the commanding 
general: of the New York Port of 
Embarkation, and following his dis- 
charge as a lieutenant colonel he was 
an investor in Fenton Productions, a 
radio production unit, and concur- 
rently eastern director of advertising 
and publicity for motion-picture pro- 
ducer David Selznick. 

Back with Hearst in 1946 at the 
personal invitation of the publisher 
himself, Mr. Levitt 
International News Service’s tv news- 
reel, now INS-Telenews. From 195] 
to 1955 he was in charge of The 


brought about 


American Weekly and Puck, the comic 
supplement, as associate publisher and 
then publisher; modernizing and re- 
vamping both sections, he managed to 
show a $4-million gain in the first year 
of their overhaul. 

Throughout his association with 
Hearst, Bob Levitt had tried to funnel 
the publishing empire’s vast material 

















and personnel resources into tele- 
vision, and in the fall of 1955 he de- 
cided that he himself would get into 
the medium. By February 1956 he had 
become director of national sales for 
Screen Gems, and it was here that he 
learned the syndication ropes—and 
learned them so well that less than 
four months after going with 
California National Productions as 
general manager he became its oper- 
ating head as vice president when Alan 
Livingston switched over to NBC, and 
less than three months after that, on 
Jan. 11 last, he was elected president 
and a director of the corporation. 

Jake Keever had been a salesman for 
a food broker prior to joining NBC’s 
film-syndication arm in 1951. Starting 
with the division as a salesman, he 
became its national sales manager four 
years later and and in August of 1956 
was named director of sales. Last June 
he was elected to a CNP vice presi- 
dency, along with Robert Cinader, the 
company’s executive director of 
programs. 


“Consistent Values” 


Bob Cinader joined California Na- 
tional a little over a year ago as Mr. 
Levitt’s staff assistant after five years 
at the William Morris Agency, where 
he specialized in television film pack- 
aging and sales. Mr. Cinader, who 
stepped up to his present post at the 
end of last year, states his theory 
about syndication programs succinctly: 
“Don’t try to be different in types of 
series, just be better—and be sure that 
your values are consistent. The only 
thing that can foul you up is incon- 
sistencies in scripts.” 

Two other members of the CNP 
operating team that has been respon- 
sible for the company’s 30.4-per-cent 
gain registered in the first six months 
of this year are Robert A. Anderson, 
director of business affairs and admin- 
istration, and Arthur Perles, director 
of promotion. 

Mr. Anderson went with NBC in 
1949 as a cost accountant in the tv 
network business department. He sub- 
sequently was made operations analyst 
in the NBC controllers office and then 
became business manager of the NBC 
Film Division when it was established 
in 1953. Before joining NBC he had 
served as senior cost accountant with 


Lestoil 


name, Soap Solution. It outlasted the 
others and came to be known as Lavol. 
In 1936 the name was registered in 
Washington as Lestoil. It was the 
original all-purpose liquid detergent. 

Besides its many household uses 
today, Lestoil is used extensively by 
paper mills for removal of difficult 
soil, such as ink, wax, oil, grease, 
asphalt and adhesives from paper- 
makers’ raw stock, and also by textile 
mills for the scouring and removal of 
imbedded graphite, grease, oil and 
dirt from fabrics (this is required for 
subsequent uniform bleaching 
dyeing). 

Already in limited industrial use is 
a heavy-duty hand soap in paste form. 
Adell laboratories are hard at work 
experimenting with the soap for the 
consumer market. 

Right now the new product looks as 
though it were a few months from the 
market, but could it be another bo- 
nanza for tv? Some of the commercials 
have already been written. 


(Continued from page 43) 


and 





the Flintkote Co. from 1940 to 1949 
and as assistant to the controller of 
the Frank Shepard publishing com- 
pany from 1937 to 1940. 

Arthur Perles came to California 
National last February after 18 years 
of press and merchandising adminis- 
trative duties with the Columbia 
Broadcasting System. Starting with 
CBS as a publicity copy editor, he 
became publicity director of all CBS 
world-wide shortwave activities three 
years later, and in December 1942 he 
was named assistant director of CBS 
press information. In 1949 he estab- 
lished CBS Television’s first merchan- 
dising exploitation office as its direc- 
tor, and three years later he rejoined 
press information in an administrative 
capacity. 

Bob Levitt concisely sums up the 
thinking of these men in their guidance 
of CNP: “This company has an un- 
swerving belief that local and regional 
advertisers are becoming more and 
more important on the television scene, 
and a complete faith in the booming 
present of the tv syndication industry 
and—more significantly—in its per- 
manent future.” 





Off to Europe 


Winner of the krsc-tv Austin 
Destination Europe contest was 
Miss Hazel Broderick (right) 
with her travelling companion, 


Miss Alice Peel (left), and Fred 


a 


\ 








ca 
y 


= 






C. Brokaw, executive vice presi- 
dent of Paul H. Raymer Co., the 
station’s national representatives. 
The three are shown at a bon 
voyage luncheon in New York 
just before starting their Euro- 
pean flight. Miss Broderick was 
judged the winner among thou- 
sands of contestants who wrote 
their reasons for wanting to take 
the overseas trip during the 13- 
week promotion. 





Memo 


(Continued from page 59) 


ly stimulate. The commission has al- 
ready been advised of the “Bi-Tran” 
technique which permits two programs 
to be transmitted simultaneously over 
the same channel. There will doubtless 
be other inventions to simplify sub- 
scription operations and reduce costs. 


Unless 


Congress 


the unlikely happens and 
kills subscription, there is 
reason to believe that 1958 will find 
television at the crossroads. The test 
will come in the large centers where 
subscription will have its initial trials. 
If it succeeds, the best prime evening 
hours may be lost to advertiser-support- 
ed tv — unless drastic changes in pro- 
gramming are made to hold the “free” 
audience. 
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Letters 


Telephone Directory). Because the 
number of advertiser-subscribers is so 
phenomenal in this particular book, 
we direct your attention to the Gross- 
Krasne story, succinctly told on page 
1753, column 3. 


(Continued from page 17) 


















Rosert I. Hott 
Director 
Promotion-Publicity 
Gross-Krasne, Inc. 
Hollywood 


Note: Our apologies to Gross-Krasné*and. to 
Mr. Holt. And thanks for the Yellow Page 


ay 


Guide. We are sorry that the letter of inquiry 
directed to Gross-Krasne in connection with 
the article in question apparently went astray 
before reaching the proper party. It should 
be noted, however, that Gross-Krasne is 
included in the article, “Commercial produc- 
tion is big business.” The reference appears 
on page 100 of the issue in question. 


It’s Sleep-Eze 

Your attention is called to page 57 
of the September 9th issue of TELEVI- 
SION AGE in which the name of our 
client, Sleep-Eze Company, Inc., is 
misspelled. Also we notice that in 
every case except ours the name of 
the time or media buyer is men- 
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tioned. Mrs. Jacque Molinaro is our 

time buyer . . . Miss Betty King has 

not been in our organization since 

early last spring. She was replaced 
by Philip Wolf, tv-radio director . 

Mrs. HELEN ALLEN ATKINSON 

Mottl & Siteman 

Beverly Hills, Calif. 


Wrong Owner for WFBC-TV 

I particularly enjoy TELEVISION AGE 
and have always made it a point to 
read it thoroughly. The article, one 
of a series, “Changing Television 
Markets,” in the August 26th issue, 
was of particular interest because it 
is about our coverage area. 

However, on page 66, there is a 
line which says, “Principal owner (of 
WFBC-TV) is the 
Piedmont.” Since much of the pre- 
ceding was about Greensboro, I can 
the 
However, just for the record, the 


Greensboro News- 


readily understand confusion. 

principal owner of WFBC-TV is the 
Greenville News-Piedmont. . . . . 

Edna L. Seaman 

Promotion Manager 

wFsc-Tv Greenville, S.C. 

Note: Tv AGE regrets the typographical error. 
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Station Directory 


The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. Data appears in the fol- 
lowing order: name of market, call 
letters, channel number, address of 
station, number of sets within the 
station coverage area, source of set 
figure, number of color sets, Class A 
rates for one hour, one minute and 
ID and two principal station execu- 
tives, with their titles. 

All of this data is furnished by 
the station in answer to monthly 
questionnaires. For more detailed 
data see the Tv AGE Yearbook. 


Asterisks indicate stations ousigned, for color 
but which have submitted no figure. Italics indicate 
stations not yet on the air, channel numbers and 
target dates. Daggers (t) indicate that the station 
has asked that no set count figure be published. 

Abbreviations commonly used in this listin 
include: asst. assistant, c color, c. commercial, 
chg. charge, cls. class, d. director, g- general, loc. 
local, m. manager, mng. managing, nat. national, 
©. Owner, opertns. operations, p. president, pgm. 
program, prom. promotion, rgnl. regional, res. 
resident, sce. source, serv. service, sls. sales, st. 
station, sta. station estimate. 





Totals 


Total commercial stations: 494 

Total markets: 312 

Total estimated b&w tv homes: 41,207,- 
000 


Total estimated color sets: 341,000 











ALABAMA 


Birmingham, WABT (13) Box 2553. 399,672 
b&w Sce: sta. 1,500 c. Cls. AA hr. $800, min. 
$250, ID $125. Henry P. Johnston, p. & mng.d. ; 
Charles F. Grisham, v.p. tv sls. 

Birmingham, WBRC-TV (6) Atop Red Mountain. 
420,000 b&w Sce: Sigioen & sta. 200 c. Cls. A 
hr. "$700, min. $180, ID $90. Robert T. Schlin- 
kert, st.m.; Oliver V. Naylor, sls.m 

Decatur, WMSL-TV (23) 701, "Bank St. 35,500 
b&w Sce: sta. 75 c. Cls. A hr. $150, min. $35, 
ID $20. Louis Blizzard, st. m. & sls.m 

Dothan, WTVY (9) Cottonwood Rd. 59, 000 yt 
Sce: sta. *c. Cls. A hr. $150, min. $30, ID $15. 
= S Busby, exec. v.p. & g.m.; Art Creamer, 


Florence, WOWL-TV (15) Government at Joach- 
im Sts., Box e- 175,000 b&w Sce: rg 
1,000 ¢. Cis. r. $4£0, min. $90, ID $45. W. B. 
Pape, exe> exe. & p. + g-m. ; Jim McNamara, nat. & 
loc. sls. 

Mobile, WERG-TV o 162 St. Louis St. 187,500 
b&w Sce: sta. *c. Cls. A - $400, ae, $80, 
ID $40. C. P. Persons Jr., &¢ 

Montgomery, WCOV-TV (20) Box 2505, Adrian 
Lane. 81,000 b&w Sce: sta 50 c. Cls. A hr. 
$200, min. $40, ID $20. Hugh M. Smith, g.m.; 
Morris South, loc. sls. m. 

Montgomery, WSFA-TV (12) 10 E. Delano Ave. 
144,800 b&w Sce: Pulse 200 c. Cls. A hr. $450, 
min. $100, ID $50. Eugene B. Dodson, v.p. & 
st. m.; Carter Hardwick, c.m. 


ARIZONA 


Mesa, KVAR (see Phoenix) 
——, KOOL-TV (10) 511 W. Adams. 183,000 
b&w Sce: sta. 400 c. Cls. A hr. $550, min. 
$100, ID $50. Kenneth Morton, st.m.; bert 
Miller, sls.m. 

Phoenix KPHO-TV (5) 631 N. Ist Ave. 172,394 
b&w Sce: sta. Cls. A hr. $450, min. $100, ID 
=. wees B. f eeegns g.m.; Howard Stal- 
naker, 

Phoenix, crv’ (3) 3435 sg 16th St. 167,000 
b&w on sta. Cls. hr. $400, min. 
$90, ID $50. Roger Van Suk g-m.; Burton 
B. "LaDow, c.m,. 


Phoenix, a ‘ye & 1101 N. Central Ave. 
183,135 bas. $ 647 c. Cls. A hr. $450, 
min. $90. iD $45. Richard Oo. ‘Lewis, p. & g.m.; 


W. Harv 
Tucson, KGUN-TV. ts) ots ; N. Pe x Ave., 190,000 
w Sce: sta. 200 c. Cls. A $300 » min. 
. ID $30. Tolbert Foster, rk & g.m.; 

Kipnes, c.m 

——. KOLD-TV (13) 115 W. Drachman St. 
000 b&w : sta. Cls. A hr. $300, min. $50, 
ip’ $25. E. S. Mittendorf, g.m.; Bernie Perlin, 


sls.m 

Tucson KVOA-TV (4) 209 W. Elm, 64,100 b&w 
Sce: sta. 250 c. Cls. A hr. $250, min. $50, ID 
= Otis Cowan, m.; W. R. “Duey” DuBois, 


sls.m. 

Yuma, KIVA (11) Box 1671. 32,000 b&w Se 
ARB. Cls. A hr. $200, min. $40, ID $20. 
. gana Wheeler, st.m.; Patrick Carrick, 
sls.m 





ARKANSAS 


El Dorado, KRBB (10) Garrett Hotel, Box 791. 
70,000 b&w Sce: sta. Cls. A hr. $200, min. 
$40, ID $20. Bill Bigley, g.m.; W. C. Womack, 


sls.m. 

Fort Smith, KFSA-TV (22) Southwestern House, 
920 Rogers An. Box 569. 40,600 b&w Sce: 
sta. —_ a hr. $200, min. $e. ID $20, J. W. 
Slates, . & g.m.; Roland Hundley, c.m. 

Fort Smith, KNAC. TV (5) 200 Kelly Bidg. 
60,000 b&w Sce: RETMA Cls. A hr. $250, min. 
$50, ID $25. Dick Campbell, g.m.; Larry Nolan, 


sls.m. 

Little Rock, KARK-TV (4) 10th & Spring Sts. 
253,879 b&w Sce: sta 350 c. Cls. A hr. $500, 
—. $110, ID $55. Douglas J. Romine, v.p. & 

m.; Lee Bryant, c.m. 
Littie Rock, KATV (see Pine Bluff) 


Little Rock, KTHV (11) 720 Izard St. 253,897 


b&w Sce: sta. 150 c. Cls. A hr. $450, min. 
$100, » $50. B. G. Robertson, g.m.; W. V. 
Hutt, sls.m. 


Pine Bluff, KATV (7) 620 Beech St. 236,800 
b&w Sce: sta. Cls. AA hr. $450, min. $90, ID 
$45. John H. Fugate, g.m.; Oscar Alagood, 


sls.m. 
Texarkana, KCMC-TV (see Texarkana, Tex.) 


CALIFORNIA 


Seats, KBAK-TV (29) P. O. Box 1448. 
0,000 b&w Pa sta. Cls. AA hr. 1 min. 

370. ID $35. H. Constant, v.p. & g 
—— KEROLTV (10) 1420 Ericson Ave. 
000 b&w Sce: sta. 550 c. Cls. A hr. $500, 
oa $100, ID $50. Gene DeYoung, p. & g.m.; 

Ed Urner, v.p. g. sls.m. 

Chico, KHSL-TV (12) 180 E. 4th St. 90,000 b&w 
Sce: CBS Cls. A hr. $225, min. $37.50, ID $20. 
M. F. Woodling, st. m.; George Ross, nat. 


sls.m. 

Eureka, KIEM-TV (3) Box 1021, foot of Bay St. 
38,000 b&w Sce: RETMA & sta. els. A hr. 
$250, min. $50, ID $25. Donald H. Telford, v.p. ; 

. Edwin Smith, st.m 

Fresno, KFRE-TV (12) 133 L St. 252,299 b&w 
Sce: sta. 500 c. Cls. A hr. $650, min. $150, 
ID $75. Ed J. Frech, st. m.; Bob Klein, g. 


sls.m. 

Fresno, KJEO (47) Box 1708. 185,710 b&w Sce: 
PCMB & ARB. 510 c. Cls. A hr. $600, min. 
$150, ID $75. Joseph Drilling, v.p. & g.m.; 
William Edholm, c.m. 

Fresno, KMJ-TV (24) 1117 N St. 175,000 b&w 
Sce: Pacific Coast Measurement Bureau 1,000 
ce. Cls. A a. a..." min. $150, ID $75. John 

Lm Lefler, sls. m. 

TV (7) Prospect & Talmadge 
Aves. “2.18, 023 b&w Sce: Electrical League 
of L. A. 7,796 c. Cls. A hr. —, min. $600, 
ID $300. ‘Seliz J. Seligman, g.m.; Elton H 
Rule, g.sls.m 

Leos Angeles, KCOP (13) 1000 Cahuenga Blvd., 
Hollywood. 2,747,901 b&w Sce: Electric League 
of L. A. Cls. A hr. $1, ae, wi. $250, ID $120. 
Jack Heintz, v.p. & ¢ ; Amos Baron, sls.m. 

Los Angeles, KHi-TV. “~) 4318 N. Vine St., 
Hollywood. 2,867,576 b&w Sce: Electrical 
League of L.A. 9,107 e. Cls. A hr. $1,750, 
min. $400, ID $200. John T. Reynolds, v.p. & 
g-m.; Howard L. Wheeler, sls.m. 

Los Angeles, KNXT (2) 1313 N. Vine St. 
ne we b&w Sce: CBS-TV Spot Sales. 9107 

Is. A ." $3,500, AA min. $800, AA ID 
$400. Clark B . George, g-m.; Robert D. Wood, 
g.sls.m. 

Los Angeles, KRCA (4) Sunset & Vine. 2,300,000 
b&w Sce: NBC Sales, 8,869 c. Cls. AA hr. $3,- 

ID $375. Thomas C. McCray, 

m.; James Parks, sls.m. 

KTLA (5) 5800 bar ag Blvd., 
ita. 5,208 c. 
500, min. $300, ID "siso. Lew Ar- 
nold, g.m.; Bob Mohr, sls. m. 

Rae Sunset ww 


Los Angeles, KTTV (11) 
2,842,504 b&w Sce: Electric League of 
Cls. A hr. $2, 000, min. $600, ID $290. Richard 
A. Moore, p. g.m.; John R. Vrba, v.p. 
chg. sls. 


Redding, KVIP (7) 2770 Pioneer Dr. 60,000 b&w 
Sce: Nielson, ARB&sta. 1000 c. Cls. A hr. 
$250, min. $42.50, ID $22.50. George C. Fle- 
harty, p- & g.m. Dadiw, loc.sls.m. 


ramen KBET- 

Ave. 113, 249 b&w Sce: 

Cls. A hr. $850, =. $200, ID $35. “John H. 
t, vp. && ; George J. Kapel, g.sis.m. 

Sacramento, KCRA-TV (3) 310 Tenth St. 411,700 

Cls. A hr. 

ID $110. "Robert E. Kelly, 
st.m.; Robert O’Brien, loc. sls. m. 

Salinas, KSBW-TV (8) 238 John St. Box “9 
210,778 b&w Sce: & sta. 1,000 c. Cis. 
a sees, min. $90, ID $45. John be +. By 

&¢ ; Graham H. Moore, sls. d. 

San Sie, ‘KFMB-TV (8) 1405 Fifth Ave., 479,- 
661 b&w Sce: sta 450 c. Cls. AA hr. $900, min. 
$230, ID $100. » Geanwe A. Whitney, v.p. & g.m.; 
Bill Fox, st. 

San Diego, KFSD-TV (10) 3642 Enterprise St. 
490,000 b&w Sce: sta. 225 c. Cls. AA hr. $850, 
min. $200, ID $90. William E. Goetze, exec. 
v.p. & g.m.; Jay Grill, vp. & g.sls.m. 





New Stations 


WEEQ-TV (35) La Salle, Ill. Aff- 
liate: WEEK-TV Peoria. Headley-Reed 
Co., rep. 


WLw-I (13) Indianapolis, Ind. Af- 
filiate: ABC-TV. Crosley Broadcasting 


Corp., grantee and rep. 


KTvc (6) Ensign-Cimarron, Kan. 
Affiliate: ABC-TV in affiliation with 
KAKE-TV Wichita, also CBS EMP. 


Dodge City Daily Globe and KGNOo 
radio, 17.75 per cent; Leigh Warner, 
4.85 per cent; Wendell Elliott, v.p. & 
g-m., 5.65 per cent; about 600 others. 
The Katz Agency, Inc., 

WKxP-Tv (27) Lexington, Ky. Affil- 
iate: to be announced. Fred Gregg, p. 


rep. 


& g.m., 144; Charles Wright, 43; Harry 
Feingold, 14. John E. Pearson Tele- 
vision Inc., rep. 

WWL-Tv (4) New Orleans, La. Affil- 


iate: CBS-TV. Loyola University, 
Rev. Patrick Donnelly, S.J., 


owner. The Katz Agency Inc., rep. 


owner. 


KETV (7) Omaha, Neb. Affiliate: 
ABC-TV. Herald Corp., publisher of 
Omaha World-Herald, grantee. H-R 


Television Inc., rep. 
wiic (11) Pittsburgh, Pa. 
NBC-TV. Pittsburgh Post 


radio station WWSW, owner. 


Affiliate: 

Gazette 
Oscar M. 
Schloss, p. Kenneth Brennen and mem- 
bers of his family hold a 50-per-cent 
option. Blair-Tv, rep 

wavy-Tv (10) Portsmouth-Norfolk, 
Va. Affiliate: ABC-TV. 61 stockhold- 
ers, none owning as much as 10 per 
cent. 11 voting control trustees include 


Hunter C. Phelan, p.; Carl J. Burk- 
land, exec. v.p. & g.m.; George T. 


McLean, v.p.; Henry C. Hofheimer II, 
sec.-treas. H-R Television Inc., rep. 

KsPR-TV (7) Casper, Wyo. Affiliate: 
CBS-TV. Donald Lewis Hathaway, o. 
& g.m. The Walker Representation Co., 


Inc., rep. 
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Tijuane, Mex., XETV (6) 4229 Park Blvd., San 
Diego. a8. » b&w Sess sta. Cls. AA hr. $800, 


min. ome 2 jan M. Kaufman, v.p. 
& g.m. 108 inare ae bus.m. 
San Grenson, i KG Vv (2) —i Radio- 


Sce: sta. Cls. A hr. $1,700, min. 78 ID $188. 
John H. Mitchell, g.m.; David M. Sacks, 


g.sls.m. 

San Francisco, KPIX (5) 2655 sae Ness, 
1,193,721 b&w Sce: ARF. Cls. 
AA hr. $1,700, min. $500, ID $250. Philip G. 
Lasky, m.; Lou Sim sls.m. 

San Francisco, KRON-TV (4) 929 Mission St. 
1,255,294 b&w Sce: sta. 4,393 c. Cls. AA hr. 
$1 :700, 20 sec. $425, dl he - 1 Harold P. 

. g.m.; Norman Louv: 

San Francisco, KSAN-TV. ~32) iii Market St. 
310,000 b&w Sce: Pulse. Cls. A hr. $115, min. 
$15, ID $9. Norwood J. Patterson, g.m. & sls.m. 

San Jose, KNTV (11) Box 1188, 645 Park Ave. 
244,000 b&w Sce: Nielsen & sta. *e Cls. A hr. 
$250, min. $60, ID $30. Francis Conrad, g-.m. ; 

‘Chase, g.sls.m. 

ox Luis Obispo, KSBY-TV (6) Mtn. View & 
Hill Sts. 50,000 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Frederick F. 

Santa Barbara, KEYT (3) 730 Miramonte Dr. 
90,379 b&w Sce: ARB & SRDS. Cls. A hr. 
6450 min. $90, ID $45. urs Cc. D. Bell, p. 

g-m.; Bob ‘Burris, sls. 

Stockton, KOVR (13) 225. E. Miner Ave. 
395,000 w Sce: ARF. Cis. A hr. $650, min. 
$135, ID $68. Terry H. Lee, >. & g.m.; Ned 
Smith, nal. sls. m. 


COLORADO 
Colorado Springs, KKTV (11) 512 S. Tejon St., 
Box 1078. 74,172 b&w Sce: sta. Cls. A hr. 
— min. $60, ID $30. James = Russell, p. & 
Ellis, v.p. & nat sls. d. 
Colorado Springs, KRDO-TV (13) “399 S. 8th St. 
44, b&w Sce: sta. Cls. A hr. — min. 
$35, ID $17.50. Harry W. Hoth, p. & g 
Denver, KBTV (9) 1089 Bannock. 460, ir b&w 
See: Rocky Mountain Electrical 
A hr. $750, min. $175, ID $87. Joseph Herold, 
st. m.; Tom Young, c.m. 
Denver, *KLZ-TV (7) 131 Speer Blvd. sea.set 
b&w Sce: Rocky Mountain Electrical 
1,411 ec. Cls. A hr. $750, min. $200 ID $100. 
Hugh B. ar p. & g.m.; Jack Tipton, 


Denver, KOA-TV (4) 1625 California St. 460, in 
b&w Sce: Rocky Mountain Electrical Leacu 
1,411 ¢. Cls. A hr. $750 min. $175, ID $87. 50. 
Ralph Radetsky, st. m.; Richard Harris, g. 


sls. m. 
Denver, KTVR (2) 550 Lincoln St. 460,707 b&w 
See: Rocky Mountain Electrical League. Cls. 
A hr. $500, — sass, iD $50. Hugh Ben La 
Rue, exec. & z. Jay Gardner, sls. m. 
— iosten ‘KREX-TV (3) Hillerest Manor. 
703 b&w Sce: sta. Cls. A hr. $120, min. 
$24. ID $12. Rex 4 a p. & g.m.; Robbie 
Robinson, v.p. & t 
Mentrose, KFXI-TV. tie) Satellite of KREX- 
TV Grand Junction 
Pueblo, KCSJ-TV (3) ‘Big Hill. *, 5g! b&w Sce: 
sta. Cls. A hr. $225, min. $45, ID $22.50. Cliff 
Hendrix, exec.d.; Jim Croll, —%, sls. & pgm.d. 


CONNECTICUT 

Bridgeport, WICC-TV (43) Box 9140. 72,340 
b&w Sce: sta. Cls. A hr. $100 min. $20, ID 
$10. Philip poman, p. & g.m.; Manning 
Slater, v.p. & sls. 

Hartford, WHCT (as) 555 Asylum St. 346,500 
b&w Sce: sta. Cls. A hr. $650. ry 4 <=. 
Struthers, g.m.; LaMont Thompson, sls. 

Hartford-New Britain, WNBC (30) 1422 ‘New 
Britain Ave., West Hartford. 365,370 b&w 
Sce: sta. 750 c. Cls. A hr. $600, AA min. — 
AA ID $70. Peter B. Kenney, v.p. & g.m. 
Erwin B. Needles, tv sls. d. 

Hartford, WTIC-TV (3) 26 Grove St. 1,020,400 
b&w Sce: sta. Cls. A hr. $800, min. $130, ID 
$65. Walter C. Johnson, v.p. & g.m.; Irwin C. 
Cowper. g. sls. m. 

New Haven, bp (8) 1110 a o.. 
Box 1859. 974,000 b&w Sce: sta 
AA hr. $1,200, min. $270, ID 18120. Eaward D. 

dei, g.m. ; John Cun diff, s 

bet yor WATE-TY | (53) “tio Meadow St. 
217,554 b&w Sce: Cls. hr. $200, min. 

$60, 1D $30. demeal . an, g-m. & c.m. 


DELAWARE 


Wilmington, WVUE (12) Suburban Station 
Blidg., Philadelphia, Pa. 2,051,000 b&w Sce: 










SACRAMENTO, CALIFORNIA 
.. the highest rated 








_ station in the West! 
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sta. Cis. A hr. $800, min. $160. J. Robert 
Kerns, g.m.; Glenn Lau, ¢.m. 


DISTRICT OF COLUMBIA 
Washington, ee av (7) 4461 Sennestiont 
Ave. NW. 600,000 b&w Sce: sta. Cls. AA hr. 
$1,500, a $350, ID $175. Prederick’ $ Hou- 
wink, g.m.; Neal J. Edwards, sls. m. 


754,000 b&w . sta. 2,500 c. Cls. A hr. 
. Smith, v.p. & g.m.; Joseph 
wo - x" 


ashington, WTOP-TV (9) Broadcast House, 
40th & Brandywine N. W. 739,000 b&w Sce: 
sta. 2,500 c. Cls. A hr. $1,800, min. $400, ID 
$200. George F. sy tie v.p. for tv; Robert 
A. J. Bordley, sls. d 

Washington, WTTG (5) c/o Raleigh Hotel, 12th 
& Pennsylvania Ave. NW. 700,000 b&w Sce: 
sta. Cls. A hr. $1, 000, min. $120, ID $48. 
James R. Bonfils, g.m.; Martin Callé, sls. m. 


FLORIDA 

Daytona Beach, WESH-TV (2) Box 1712. 61,000 
b&w Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Walter Strouse, st. m. & sls. m. 

Fort Myers, WINK-TV (11) Box 1072, 2824 

Palm Beach Blvd. 23,500 pred Sce: sta. Cls. 
A hr. $150. A. J. Bauer, & sis. m. 

Jacksonville, WJHP-TV (36) 036 Phillips Hwy., 
Box 5736. 80,000 b&w Sce: sta. 300 c. Cls. A 
hr. $350, min. $70, ID $35. T. S. Gilchrist 
Jr., g.m.; Thomas B. Newsom, st. & sls. m. 

Jacksonville, WMBR-TV (4) 605 S. Main St. 
308,000 b&w Sce: Nielsen & sta 175 c. Cls. A 
= ag min. $160, ID $70. Glenn Marshall 

& g.m.; Dave Booher, g. sls. m. 

Pp a WFGA-TV (12) 1620 E. Adams St. 
Cls. A hr. $510, min. $128, ID $64. Jesse H. 
Cripe, g.m.; Ralph W. Nimmons, g. sls. m. 

Miami, WCKT (7) 1401 N. Bay Causeway. 
401,000 b&w Sce: sta. 1,500 ec. Cls. A hr. 
= min. $157, ID $119. James M. LeGate, 

; Robert L. Fidlar, sls. m. 

Miami “WITV (17) 228 N. E. 3rd St. 290,000 
b&w Sce: Nielsen & sta. Cls. A hr. $500, min. 
$100, ID $50. “eel Loewi, g.m.; Mike Kor- 
man, loc. sls. 

Miami, WPST- TV. (10) 316 NE 21 St. Cls. A hr. 
— min. ena = ae. Walter Koessler, 


; Bob Han m. 

Miami, wiv 4) "316 N. Miami Ave. 397,000 
b&w Sce: sta. 2,825 c. Cls. AA hr. $1,000, 20 
sec. $250, ID $125. — Ruwitch, v.p. & g.m.; 
Bill Brazzil, nat. sls. 

Ww a 6) 30 S. Ivanhoe Blvd. 
177,00 b&w Sce; RETMA & sta. 80 c. Cls. AA 
hr. $450 min. $90, ID $45. Harold P. Danforth, 


p. & g.m. 

Panama City, WJDM-TV (7) Box 428, Hwy. 98, 
Panama City Beach. 31,000 b&w Sce: sta. Cls. 
AA hr. $175, = $35, Le ae aad C. Babb, 
st. m.; Milt de Reyna, n 

Pensacola, WEAR-TV 3) — “431, Hwy. 90 
West of Pensacola. 152,500 b&w Sce: sta. 20 
e. Cls. A hr. $240, min. a ID $24. Mel 
ee © p. & g.m.; Milt de Reyna Jr., asst. 


st. “Peteosbers, WSUN-TV om aaiien Dollar 
Pier. 215,500 b&w Sce. sta. Cls. A hr. $400, 
min. $80, ID $40. Maas P. Shawn, g.m.; 
Barney Kobres, sls. 

Tallahassee-Thomasville, Ga., WCTV (6) 2225 N. 
Monroe, le rE 124,157 b&w Sce: RET- 
MA & sta. Cls. AA hr. $350, - $100, ID $50. 
oe Herschel Graves, g.m.; . Woods, nat. 
sis. m. 

Tampa-St. Petersburg. WFLA-TV (8) 905 Jack- 
son St., Tampa. 350,000 b&w Sce: SRDS. 600 
ec. Cls. A hr. $850, min. $160, ID $80. George 
+: Harvey, v.p. & g.m.; William B. Faber, 
sis. m. 

Tampa, WTVT (13) 3213 , ene ey Ave., 
Box 1198. 320, 000 b&w Sce: 600 c. Cls. 
A hr. $850, min. $220, ID H110. ’P. A. “tae. 
g.m.; John Haberlan, c.m. 

West Palm Beach, WEAT-TV (12) Box 70. 
140,000 b&w Sce: Pulse. Cls. A hr. $250, min. 
$50, ID $25. Bertram Lebhar = exec.v.p. & 
g.m.: Ed J. Hennessey. g. sls. 

West Palm Beach, (5) 5 ‘Gasnauet Row. 
154,105 b&w Sce: Pulse & RETMA. 110 c. Cis. 
A hr. $275. min. $50, ID $25. chon Willis, 
g.m.; Bill Woods, nat. sls. m. 


GEORGIA 
Albany, WALB-TV (10) Stuart Ave. at Green- 
wood Dr. 82,500 b&w. Sce: Retma & sta. 250 
ec. Cls. A hr. $250, min. $50, ID $25. James 
M. Robinson, g.m.; Raymond E. Carow, sls.m. 
Atlanta, WAGA-TV *(5) 1018 W. — ~ 
NE. 575,000 b&w Sce: sta. 500 c. Cis. hr. 
$1,000, min. $250, ID $125. Glenn 2A, 
v.p. & mng. d.; John W. Collins Jr., asst. 


mng. d. sls. 

Atlanta, WLW-A (11) 1611 W. Peachtree St., 
NE. 582,690 b&w Sce: sta. Cls. A hr. $900, 
min. 31%, _ 2 Harry LeBrun, v.p. & g.m.; 


Jam: sls. m. 
Atlanta, Wsb-tv < (2) White Columns, 1601 W. 
Peachtree St. 545,210 b&w Sce: sta. 350 c. 
Cls. A hr. -_ 000, min. $250. John M. Outler 
Jr., g-m.; Marcus Bartlett, st. m 
Augusta, WIDE (6) 1101 Reynolds St. 310,000 


b&w Sce: sta. 750 c. Cls. A hr. $350, min. 
$75, ID $37.50. Donald Ls eally Jr., v.D. 
g-m.; T. J. Hennessey, 

A ta, WRDW-TV (12) i301 Georgia Ave., 

. Augusta. 228,100 b&w Sce: sta. Cls. A hr. 
$350, min. $75, ID $37.50. J. W. Hicks, g.m.; 
Lou Stratton, sis. m. 

Columbus, WTVM (28) Box 1640, 1307 First 
Ave. 86,328 b&w Sce: sta. 220 c. Cls. A hr. 
$300, min. $60, ID $30. Guy Tiller, g.m.; Joe 
Windsor, asst. g.m.-s 

Columbus, WRBL-TV (4) 1350 18th Ave. 168,541 
Sce: Fi. *c. Cls. A hr. $400, min. $80, ID 
$40. J. W. Woodruff Jr., p. Ss 
“Red” Jenkins, nat. sls. & prom. 

Macon, WMAZ-TV (13) at wal “Insurance 
Bldg. 126,000 b&w Sce: Nielsen & CBS *c. Cls. 
A hr. $360, min. $72, ID 36. Wilton E. Cobb, 
g-m.; Frank Crowther, ¢.m. 

Rome, WROM-TV (9) Horseleg Mountain, 
Scenic Hwy., Box 473. 174,330 b&w Ses: 
sta. Cls. A hr. $150, er 325. ID $15. Ed 
McKay, m.; Chas. Doss, 

Savannah, WSAV- TV (3) Liberty Nat. Bank 
Bldg. 151,400 b&w Sce: ARF & sta. 150 c. Cls. 
A hr. $275, min. $5°, ID $27.50. Harben Daniel, 
p. &g Mack Humpi dge, ¢.m 

obama. “WTOC-TV (11) 516 “Abercorn St. 
155,785 b&w Sce: sta. 50 ec. Cls. A hr. $250, 
min. $50, ID $25. W. . \ one Jr., p. & g-m.; 
Ben Williams, v.p. 

Thomasville, WCTV con "Fallshesses, Fia.) 


} om; George 


IDAHO 
Boise, KBOI-TV (2) 1007 W. Jefferson St. 
74,475 b&w Sce: ARB & sta Cls. A hr. $25C, 
min. $60, ID $25. Westerman Whillock, p. & 





i of C ce 

Bldg. 71,347 b&w Sce: sta. Cls. A hr. $250, 

min. $45, ID $20. + M. NB. & 
g.m.; George Ganz, sls. 

Idaho Falls, KID-TV oY 1335 E. 17th St. 56,970 
b&w Sce: sta. Cls. hr. $225, min. . ID 
$22.50. C. _ Rony” Layne, g-m.; Claude 
Cain, sls. 

Lewiston, KLEW-TV (3) Satellite of KIMA-TV 
Yakima, Was’ 

Twin Falis KLIX-TV (11) Box 432. 25,000 b&w 
Sce: ARB & sta. Cls. A hr. $175, min. $43.75, 
ID $17.50. Cecil L. Heftel, v.p. & g.m.; Joe 
Gibney, st.m. 


ILLINOIS 

Champaign, WCIA (3) 509 S. Neil. 403,370 
b&w Sce: Nielsen & ao, *c. Cls. AA hr. $900, 
20 sec. $190, ID $95. A. C. Meyer, p.; Guy 
Main, v.p. sls. d. 

Chicago, WBBM-TV (2) 630 N. McClure Court. 
2,350,100 b&w Sce: Nielsen & sta *c. Cls. 
hr. $4,100, 20 = $500, ID $437.50. H. Leslie 
Atlass, v.p. & g.m.: George Arkedis, sls. m. 

Chicago, WBKB “ry 190 N. State St. 2,300,000 
b&w Sce: Electric Assn. Cls. A hr. $2,200. 
Sterling C. Quinlan, v.p.; Mathew E. Vier- 
acker, g.m. 

Chicago, * WGN-TV (9) 441 N. Michigan Ave. 
2,350,100 b&w Sce: Nielsen & sta. Cls. A hr. 
= 800, Ww $375, ID $187.50. Ward Quaal, 

&g ; Theodore Weber, sls. m. 

Gila WNBQ (5) Merchandise Mart Plaza. 
2,250,100 b&w Sce: Nielsen & sta. 14,000 c. 
Cis. ‘A hr. $4,000, a. $900, ID $425. Jules 
Herbuveaux, v.p. & g.m.; Russ Stebbins, sls. d. 

Danville, WDAN-TV “24)° 1500 N. Washington 
Ave. 74,500 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. Max Shaffer, st. m.; John 

. kert, sls. d. 

Decatur, WTVP (17) P.O. Box 108. 190,000 
b&w Sce: Nielsen & sta. Cis. A hr. $350, min. 
$70, ID $35. Robert G. Wright, st. m.; Ben K. 


est, ¢c.m. 
Harrisburg. WSIL-TV (22) The Television 
Bldg., 21 W. Poplar St. 34,692 b&w Sce: sta. 
Cls. A hr. $150, min. $30. O. L. Turner, st. 


m. 
La Salle, WEEQ-TV (35) Commercial Nat'l 
Bank Bldg., Peoria. Fred C. Mueller, v.p. & 


g.m. 

Peoria, WEEK-TV (43) Commercial Nat’] Bank 
Bldg., rm. 319. 244,420 b&w Sce: sta. 1,137 
ec. Cls. A hr. $425, min. $8%, ID $42.50. Fred 
C. Mueller. ¢.m.; William J. Flynn, c.m. 

Peoria, WMBD-TV (31) Jan. 1958. 

Peoria, WTVH (19) 234 N. Madison Ave. 224,000 
b&w Sce: SRDS & ARF. 1,000 c. Cls. AA hr. 
$550, min. $110, ID $55. Harold V. Phillips, 
g-m.; William P. Pipher, sls. m. 

Quincy. KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) —. Quincy. 175, 000 
b&w Sce: sta. 350 c. Cls. A hr. $350, min. $60, 
ID $30. Joe Bonansinga, Beary 'S: Ben Stewart, 


¢.m. 

Rockford WREX-TV (13) Auburn & Winnebago. 
247,761 b&w Sce: sta. 500 c. Cls. A hr. $400, 
min. $90, ID $45. J. M. Baisch, g.m.; A. J. 
Bilardello, sls. m. 

Rockford, WTVO (39) N. Meridian Rd. 140,000 
b&w Sce: sta. *c. Cls. A hr. $300, min. 
$60, ID $30. Harold Froelich, g.m.; Edward 
Ruppe, sls. 

Rock Island, WHBF-TV (4) Telco miag~ 231 
- St. 328,119 b&w Sce: RETMA & C "1,205 

AA hr. $800, 20 sec. $200, D $100. 
Leslie c as v.p. & g.m.; Maurice Cor- 


ken . & sls. d. 

Springfeld *Wics (20) 523 E.  <~ Ave. 
see b&w Sce: sta. 100c. A hr. $250, 
min. $50, ID $25. Milton D. Friedland, g.m.; 
Warren R. King, c.m. 








INDIANA 
Anderson, WCBC-TV (61) Oct. 1957 
Bloomi' WTTV (4) 


ngton, State Fair grounds, 
Indianapolis. 667,881 b&w Sce: RETMA. Cls. 
A hr. $1,000, min. $180, ID $90. Frank Willis, 


nat. sls. m. 

WSJV-TV . 3600 Oakland Rd. 
215,814 b&w Sce: ARB & sta. Cls. A hr. $300, 
min. $60, ID $30. rng C. “om, v.p. & g.m.; 
Vincent T. Doyle, nat. sls. 

Evansville, WFIE-TV tis) ints 7 Auburn Rd. 
157,329 b&w Sce: sta. 256 Cls. A hr. 
$350, Les $70, ID $35. E. Berry Smith, v.p. 
& Browning, g. 

Srensiic entaeen, Ky., WERT-TV (50) = 
395. 152,250 b&w Sce: sta. 150 c. Cls. A h 
sete min. $80, ». $40. Edwin oe Richter , wm 

Howard Duncan, sis. 

Evanavilie ¥ Wwrvw. (7) Fe: "Carpenter St. 189,000 
b&w Sce: sta. Cls. A $350, min. $70, ID 
$35. Dick Shively, m.; neil S pillman, sls. m. 

Fort Wayne, WANE -TV 'V (15) 2915 W. State Blvd. 
206,145 b&w Sce: sta. 150 c. Cls. AA hr. 
$400, min. $80, ip $40. R. Morris Pierce, 
mng.d.; John Keenan, sls.d. 

Fort Wayne, WKJG-TV (33) 220 E. Jefferson 
St. 181,630 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$450, min. $90, ID $45. Edward G. Thoms, 
v.p. g.m.; Carleton B. Evans, c.m. 

Fort Wayne, WPTA-TV (21) Nov. 1957 

Indianapolis, M-TV (6) _. N. Meridian. 
712,000 b&w Sce: sta. 5,000 Cls. A_ hr. 
Ls 200, —_. $225, ID ‘s113. Eldon Campbell, 


& ; Don Menke, 

talieemtie "WISH-TV (8) mi 440 N. Meridian 
St. 725,285 b&w Sce: sta. 3,000 c. Cls. A hr. 
$1,300, min. $300, ID $150. Robert B. McCon- 
nell, v.p. & g-.m. 1 ae W. Diefenderfer 
Jr., nat. sls. serv 

Indianapolis, WLwW- 1° (13) 714 Merchants Bank 
Bldg. Cls. A hr. $880, min. $120, ID $60. John 
Babcock, asst. g.m., Bob Lamb, sls. m. 

Lafayette, WFAM-TV (59) McCarty Lane. 98,- 
000 b&w Sce: sta. 75 c. Cls. A hr. $200, 
min. $40, ID $20. Henry Rosenthal, st. g.m. ; 
Richard Long, sls. m. 

Muncie, WLBC-TV (49) Radio Center, Box 271. 
107,2F0 b&w Sce: sta. - > Cls. A hr. $225, 
min. $50. W. F Craig, 

aa Bend. WNDU-TV (96) * Box 989. 178,000 

w Sce: sta. 400 c. Cls. AA hr. $500, min. 
$100, ID $60. Bernard C. —_. v.p. g.m.; 
William Thomas Hamilton, sls. 

South Bend, WSBT-TV (34) a Center, 
300 W. Jefferson Blvd. 185,000 b&w Sce. sta. 
50 c. Cls. AA hr. $500, _ $100. Neal B. 
Welch, g.m.; Will Darch, 

Terre Haute. WTHL-TV (10) O18 Ohio St. 251,- 
970 b&w Sce: Nielsen & sta. 75 _c. Cls. A hr. 
$500, min. $100, ID $50. J. M. Higgins, g.m.; 
George A. Foulkes, nat. sls. m. 


IOWA 

Ames, WOI-TV (5) Service Bldg., Iowa State 
College Campus. 336,000 b&w Sce: sta. *c. 
Cls. A hr. $650, min. $140, ID $70. Robert C. 
Mulhall, g.m.; Don Peterson, nat. sls. m. 

Cedar Rapids, KCRG-TV (9) First Ave. at First 
St. SW. 325,977 b&w Sce: RETMA & sta. Cis. 
A hr. $425, min. $85, ID $42.50. Frank T. Nye, 
g.m.; Richard J. Butterfield, sls.m. 

Cedar Rapids, WMT-TV (2) Paramount Theatre 
Bide. 344, 380 b&w Sce: Nielsen & sta. *c Cis. 

hr. $625, min. $125, ID $62. 50. William B. 
oe. ae ae g-m.; Lewis Van 
Nostrand v.p. 

Davenport, WOUTV (6) 805 Brady St. 377,000 
o&w Sce: RETMA. 5,000 c. Cls. AA hr. $800, 
min. $200, ID $100. Ernest S. Sanders, res. m.; 
Mark Wodlinger, res. sls. 

Des Moines, KRNT-TV (8) KRNT Center, 9th & 
Pleasant Sts. ¢ *e Cls. A hr. $700, min. $160, 
ID $80. Robert W. Dillon, v.p. & g.m.; Paul 
M. Elliott, e.m 

Des Moines. WHO-TV (13) 1100 BS - sg St. 
343,000 b&w Sce: Nielsen & sta. 1,500 c. Cls. 
A hr. $700, min. $150, ID $75. Paul A. Loyet, 
v.p. & res. m.: Robert H. Harter. sls. m. 

Ft. Dodge, KQTV (21) Television Sq. 47,601 
b&w Sce: sta. Cls. A hr. $150, min. $40, 
ID $20. Edward Breen, p. & g.m.; Rollie Camp, 


sls. m. 

Mason City, KGLO-TV (3) 2nd & Pennsylvania. 
127,780 b&w Sce: Nielsen & sta. Cls. A hr. 
$350, min. $70, ID $35. Herbert R. Ohrt, exec. 
v.p. & g.m.; Lloyd D. rs, sls. m. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10th & a 
238,296 b&w Sce: sta. 500 ec. Cls. A hr. 
$350. min. $75. ID $27.F0. Dietrich Dirks, 

g.m.; L. L. McCurnin, sls. m. 
7th & Douglas St. 
: sta. 350 c. Cls. AA hr. 
$425, . we. ID $50. Donald D. Sullivan, 

& rt B. Donovan, c.m. 

Waterloo, *KWWL-TV (7) Insurance Bidg., E. 

4th & mag 331,512 See: R A sta. 

750 c. Cls. AA hr. $625, min. $125, ID $62.50. 
R. J. Steitivey, g-m., James S. Dugan, nat. 


KANSAS 
Ensign-Cimarron, KTVC (6) Satellite of KAKE- 
TV Wichita. 
Garden City, KGLD-TV (11) Nov. 1957 
Goodland, KWGB-TV (10) Oct. 1957 





Ross Newby has been named national 
sales manager of Kosa-Tv Odessa, 
Texas. Mr. Newby was formerly sales 
manager of KFDA-TV Amarillo and has 
been with KouB-tv Lubbock and KGNc- 
tv Amarillo. 


Great Bend, KCKT (2) Box 182, 4 miles N. on 
Hwy. 281. 184,622 b&w Sce: sta. 2,000 c. 
Cls. A hr. $250, min. $50, ID $25. Victor E. 
Baum, mng. d.; E. L. Kuhlman, opertns. m. 


& sis. m. 

Pittsburg, KOAM-TV (7) Box 603. 161,851 b&w 
Sce: sta. Cls. A hr. ge min. $60, ID $30. 
R. E. Wade, g.m. & sls. m. 

Topeka, WIBW-TV (is) ion 119. 219,800 b&w 
See: Electric Assoc. of K. C. 729 c. Cls. A hr. 
— min. $110, ID $55. Thad M. Sandstrom, 

y Senate, sls. coordinator. 

Wichita, KAKE-TV (10) R. N. West. 265,395 
b&w Sce; sta. Cls. A hr. $600, min. $135, ID 
$68. Martin Umansky, v.p. & g.m.; Donivan 
D. Waldron, nat. sls. m. 

Wichita, KARD-TV (3) 833 N. <a 265,430 
b&w Sce: sta. 2,000 c. Cls. AA hr. $650, min. 
$150, ID $75. Wm. J. Moyer, exec. v.p. & g.m.; 
Don Sbarra, v.p. & sls. m. 

Wichita-Hutchinson, KTVH (12) 1800 N. Plum, 
Hutchinson. 261,500 b&w Sce: sta. 500 c. 
Cls. AA hr. $575, min. $135, ID $67.50. Howard 
O. Peterson, g.m.; E. W. “Ernie” Dallier, 
g. sls. m. 


KENTUCKY 

Henderson, WEHT (see Evansville, Ind.) 

Lexington, WKXP-TV (27) Broadcast Central. 
Cls. A hr. $251.30, min. $41, ID $25.10. Fred- 
erick Gregg Jr., p. & g.m.; Miller Welch, c.m. 

ee yo WLEX-TV (18) 134 N. Limestone 

it. t Cls. A hr. $218.50, min. $35. 65 ID $21.85. 
Earl L. Boyles, exec. v.p. & g.m.; Jim Pen- 
nock, sls. m. 

Louisville, WAVE-TV (3) 334 E. Broadway. 
527,170 b&w Sce: Nielsen & sta. 12,000 c. Cls. 
4 a $1,025, min. $230, ID $115. Nathan Lord, 

& m.; ph Jackson, c¢.m. 

we Fh, ‘WHAS-TV (11) 525 W. Broadway. 
Cis. A hr. $1,000, min. $200, ID $100. Vic- 
tor A. Sholis, v.p. & d.; Albert J. Gillen, sls. 


d. 

Paducah, WPSD-TV (6) 100 Television Lane, 
Box 1037. eg ® rt Sce. NBC. Cls. A hr. 
$400, min. $80, ID $40. E. J. Paxton Jr., v.p. 
> g-m. Sam § fA, asst. g.m. in chg. 

sls. 


LOUISIANA 


Alexandria, KALB-TV (5) 6th & Washington 
Sts. 126,400 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Willard L. Cobb, g.m.; 
Marvin Reuben. nat. sls. m. 

Baton Rouge, WAFB-TV (28) 929 Government 
St. 104,000 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Tom E. Gibbens, p. & g.m.; Mer- 
vyn Rhys, c.m. 

Baton Reare. WBRZ (2) 1650 Highland Rd. 
229,100 b&w Sce: Nielsen & sta. 500 c. Cls. A 
hr. $300, min. $65, ID 2 John H. Bone, 
g.m.; Guy Corley, g. sls 

Lafayette, KLFY-TV (10) 1301 om ye 185, ad 
b&w Sce: SRDS 2,698 ec. Cls. - $250, m 
$50, ID $25. Dierrell Hamm, “a : Guten. 
Henley, tv sls. 

Lake Charles, KPLC-TV (7) iw Division St. 
175,050 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. Pelham Mills — g- m.; Art 


Reuben, sls. m 

Lake Charles, KTAG-TV (25) 645 15th St., Box 
173. 62,167 b&w Sce: sta. Cls. A hr. $150, 
min. $25, ID $12. = Seema ae g.m. ; 
Harper Clarke, ass’ & sis. 

Seneen, KNOE-TV ( ‘s) "KNOE Rd, Box 1713. 
00,000 b&w Sce: sta. 100 c. Cls. AA hr. $400 
min. $80, ID $40. Paul H. Gotten, v.p. & 
g-m.: Jack Ansell Jr., tv sls. & p d. 
New Orleans, WDSU- 520. ‘Roval St. 
429,313 b&w Sce: sta. 1,500 c. Cls. A hr. 


900, min. $170, ID $85. Robert > Swezey, 
exec. v.p. & g.m.; A. Louis Read, & c.m 
New Orleans, WJIMR-TV (20) 1500. Eanal St. 
b&w Sce: sta. 500 c. Cls. A hr. $450 
min. $60. ID $40. George A. Mayoral, v.p. & 

g-m.; Paul Beville. sls. & c¢.m 

New Conga, WWL.-TYV (4) 1024 N. Rampart St. 
Cis. A hr. —_ min. $150, ID $75. Howard 
Summerville, g 

Shreveport, KSLA-TV (12) P.O. Box 92, Wash- 
ington Youre Hotel, 225 000 Sce: sta. *c. Cls. 
A. hr. $500, min. $125, ID $62.50. Winston B. 

nam, st. m.; Deane Flett, sls. m. 

ane KTBS-TV (3) 3i2 E. Kings Hwy. 
301,610 b&w Sce: RETMA & sta. 600 c. Cls. A 
hr. $400, min. $100, ID $50. Patrick J. White, 
st. m.; Joe Foster, ¢.m. 


MAINE 


Bangor, WABI-TV (6) 55 State St. 107,000 b&w 
Sce: sta. 100 c. Cis. A hr. $300, ID $35. Leon 
P. Gorman Jr., v.p. & g.m.; Robert McCaus- 
land sls. m. 

Bangor, W-TWO (2) 7 Main St. 106,000 b&w 
Sce. CBS. *c. Cls. A hr. $300, min. $60, ID $30. 
Murray Cospenten, = & g.m.; Rudolph Mar- 
eoux, vV-D. 

Poland dting: WMTW (8) Riccar Inn. 288,000 
b&w Sce: Nielsen. Cls. A hr. $400, min. $80, 
ID $40. John H. re Jr., 
ter Knight, rznl. sls. 

Portland, WCSH-TV (6) 157 High St. 210,000 
b&w Sce: Nielsen & sta. 350 c. Cls. A hr. 
$500, min. $100, ID $50. William H. Rines, 
mng. d.; Jack S. Atwood, tv. st. m. 

Portland, WGAN-TV (13) 390 Congress St. 
185,000 b&w Sce: sta. 100 c., Cls. A hr. 
$300, min. $60, ID $30. Creighton E. Gatchell, 
v.p. & g.m.: Richard E. Bates, sls. m. 

Presque Isle, WAGM-TV (8) 489 Main St. 20,000 

w Sce: sta. Cls. A hr. $150, min. $30, ID 
$16. Harold D. Glidden, g.m.; Forrest Craig, 
sis. m. 


v.p. & g.m.; Car- 


MARYLAND 

Baltimore, WJZ-TV (13) Television Hill. 734,134 
b&w Sce: sta. Cls. AA hr. $1,275, min. $250, 
ID $125. Larry H. Israel, g.m.; Pel Schmidt, 
loc. sls. m. 

Baltimore, WBAL-TV (11) 2610 N. Charles St. 
741,543 b&w Sce: sta. 650 c. Cls. A hr. $1,500, 
min. $350, ID $175. Leslie H. Peard Jr. v.p. & 
st. m.; Willis K. Freiert, asst. st. m. & sls. m 

Baltimore, WMAR-TV (2) 2 W. Redwood St. 
745,727 b&w Sce: sta. 2,417 c¢. Cls. A hr. 
$1,500, min. $350, ID $175. E. K. Jett, v.p. & 
tvd.; E. A. ng, sis. m. 

Salisbury, WBOC-TV (16) Radio-Tv Park, 57,- 
110 b&w Sce: sta. Cls. A hr. $200, min. $37.50, 
ID $20. Charles J. Truitt, v.p., g.m. & nat. sls. 
m.; H. Wendell Henry, loc. sis. m. 


MASSACHUSETTS 

Adams, WCDC (19) Len Lavendol, res. m. Satel- 
lite of WCDA Albany, N. Y. 

Boston, WBZ-TV (4) 1170 Soldiers Field Rd. 
1,507,149 b&w Sce; ARF & sta. 64 c. Cls. AA 
hr. $2, 400, 20 sec. $590, ID $295. F. A. Tooke, 

-m.; James E. Allen, sis. m. 

Boston, WHDH.-TV (5) Nov. 1957 

Boston, WNAC-TV (7) 21 Brookline Ave. 1,458,- 
900 b&w Sce: sta. *c. Cls. A hr. $2,200, min. 
$380, ID $170. Norman Knight, exec. v.p. & 
em; ; Thomas H. Bateson, sls. serv. & nat. 
sis. d. 

Boston, WMUR-TV (see Manchester N.H.) 

Greenfield, WRLP (32) Box 32, Northfield Wal- 
lace I. Green, st. m.; Philip J. Renison, sls. m. 
Satellite of WWLP Springfield. 

— Holyoke, WHYN-TV (55) 1300 Liber- 
ty. 270,000 b&w Sce: ARB & sta. 572 c. 
Cls. A hr. $600, min. $140, ID $60. Charles N. 
DeRose, g.m.; Patrick J. Montague, sls. m 


Springfield, WWLP (22) Box 2210. 250,000 
b&w Sce: sta. 627 c. Cls. AA hr. $600, min. 
$140, ID $60. William L. Putnam e.m. & 


treas.; James H. Ferguson Jr. g. sls. m. 


MICHIGAN 

Ann Arbor, WPAG-TV (20) Hutzel Bidg. 31,000 
b&w Sce: sta. Cls. A hr. $150, min. $36, ID 
$15. Edward F. Baughn, v.p. & g.m.; Kenneth 
MacDonald, sls. m. 

Bay City, WNEM-TV (5) 814 Adams. 580.F36 
b&w Sce: RETMA 3,500 c. Cls. A hr. $680, 
min. $135, ID $67.50. Harry E. Travis, v.p. & 


asst. g.m. 

Cadillac, WWTV (13) 417 N. Mitchell St. 388,460 
b&w Sce: sta. Cls. A hr. $350, min. $70, ID 
$35. Gene ya v.p., g-m. & sls. m.; Daryl 
Sebastian, asst. g.m. & prom. m. 

Detroit, CKLW-TV (9) 3300 Guardian Bldg. 
1,600,000 b&w Sce: sta. Cls. A hr. $1,200, min. 
$240, ID $95. J. E. Comoee, p. & g.m.; 
Norman Hawkins, nat. s!s. 

Detroit, WJBK-TV (2) 7441 Sessa Blvd. 1,700,- 
000 b&w Sce: Nielsen & sta. 5,000 c. Cis. A 
hr. $2,600. min. $850, ID $325. Bill Michaels, 
v.p. & mng. d.; Keith T. McKenney, loc. sls. 


m. 

Detroit, WWJ-TV (4) 622 W. Lafayette. 1,620,000 
b&w Sce: sta. 5.300 ¢. Cls. A hr. $2,400, min. 
$600, ID $300. een K. Wheeler, g.m.; Don 

DeGroot. asst. 
Detroit, WXYZ-TV. (7) 28 W. Adams. 


min. 13550, ID $220. James G. Riddell, p.&g.m.; 
Dawson, tv sls. d. 
Flee. PWIRT (12) Nov. 1957 
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Grand Rapids, WOOD-TV (8) 120 College a. 

ag 575,961 b&w Sce: Nielsen RETMA 50 
Cis. A hr. $1,175, min. $200, ID 3100. 

Willard Schroeder, p. ‘& gm.; Arthur Swift, 
g.sls. 

Kalamazoo, WKZO-TV (3) 124 W. Michigan. 
ee b&w Sce: Nielsen & sta. *c. Cls. A. 
— a med min. $230, ID $115. Carl E. Lee 

d.; Donald W. DeSmit Jr., sls. m. 

ae WJiM-TV (6) 2820 E. Saginaw. 452,000 
b&w Sce: sta. 450 c. Cls. A hr. $900, min. $180, 
ID $90. Harold F. ——. p. & g.m.; Gar 
Meadowcroft, g. sls. 

a go WDMJ-TV « 249 . Washington 

60,000 b&w Sce: sta. One hr. $150, min. 
$30, “D $15. W. H. Treloar, g.m.; Robert 
Lake, st. & sls. m. 

Saginaw, WKNX-TV (57) 221 S. ‘Westtngten 
Ave. 160,600 b&w Sce: sta. 150 c. Cls. A h 
~ min. $75, ID Ly 50. William J. Ek wy 

& g.m.; Robert M. Chandler, c.m. 

even City, WPBN-TV (7) 314 Front St. 66,- 
879 b&w Sce: 41 ec. Cls. A hr. $140, min. 
$26.50, ID 314.50. Robert E. Detwiler, m. 


MINNESOTA 


Austin, KMMT-TV (6) 218 eye m~ 10 E. 
Superior St. 116,500 b&w Sce: sta. - A hr. 
$200, min. $30, iD $18. Gene 5 A m. ; Don 
Jones, sls. m 

Duluth, KDAL-ty (3) 218 Bradley Bldg. 148,700 
b&W Sce: CBS. Cls. A hr. $450, min. $101.25, 
ID $45. — Ramsland, v.p. 
Grandy, sls. 

DuluthSuperior, ” Wis., WDSM-TV (6) 230 E. 
Superior St. Duluth. 136,100 b&w Sce: 
RETMA. 330 c. Cls. A hr. $400, min, $80, 
4 $40. C. D. Tully, g.m.; Tom Gavin, g. sls. 


Mbenenpelie, KMGM-TV (9) Foshay Tower, 600,- 
000 b&w Sce: sta. Cls. A hr. $1,000, min. 
$200, ID $80. Seymour sea age p. & g.m. 
Milton J. Westerman, acting sl. 
inn Paul, KSTP. “TV is). "$415 Uni- 
versity Ave., St. Paul. 615,000 b&w Sce: sta. 
200 c. Cls. A hr. $1,000, min. $250, ID $125. 
Stanley E. Hubbard, p. & g.m.; Marvin Rosene, 


g- sis. m. 

Minneapolis, WCCO-TV (4) 50 S. 9 St. 691,900 
b&w Sce: sta. 400 c. Cls. A hr. $1,600, min. 
$400, ID $160. F. —— + mee exec. 
v.p.; Robert N. Ekstru 

Minneapolis, WTCN-TV tity "2925 Dean Blvd. 
553,610 b&w Sce: Nielsen & sta. Cls. A hr. 
$900, min. $170, ID $85. Phil Hoffman, v.p. & 

g-m.; James R. Hoel, tv sls. m. 

mchesen. KROC-TV oe 100 ist Ave. Bldg. 
144,440 b&w Sce: — m & sta. 200 c. Cls. A 
hr. $250, min. $50, - =. ee Lampman, 
st. m.; Will Jackson, s m. 


& g.m.; John 


MISSISSIPPI 


Columbus, WCBI-TV (4) Gilmer Hotel. 78, fax 
w Sce: sta. Cls. A hr. $180, min. $35, I 
$15. P P. B. Hinman, st. m.; W. W. Whitheld, 
Hattiesburg, WDAM-TV (9) Hiway 11, N. 78,- 
200 b&w Sce: sta. 251 ¢. Cls. A hr. $175, 
min. $35, ID $17. et “sie Reuben, v.p. & 
g.m.; Jerry Keith, 
Jackson, WJTV a2). 7 8187, 220,500 b&w 
Sce: sta. *c. Cls. A hr. $400; min. $90, ID $45. 
Owens F. Alexander, st. m. & nat. sls. m.; 
Bill Carlier, loc. sls. m. 
Jackson, WLBT (3) 715 S. Jefferson St.. 220,000 
b&w Sce: Nielsen & sta. 350 c. Cls. A hr. $400, 
min. $90, ID $45. Fred L. Beard m. ; Frank Gen- 


try, ¢.m. 

Meridian, WTOK-TV (11) Southern Bldg., Box 
1771. 94,000 b&w Sce: sta. *c. Cls. A hr. 
oes a $55, ID $27.50. Robert F. eee Pp. 

w. Crooks Jr., v.p. & ¢ 

te Wrwv (9) Beech Springs Rd. 26 . 
b&w Sce: sta. Cls. A hr. $150, min. $30, 
$18. Frank K. Spain, p. & g.m. 


MISSOURI 


Cape Girardeau. KFVS-TV (12) 324 Broadway. 
167,674 b&w Sce: sta. 150 c. Cls. AA hr. $600, 
min. $125. a O. Hirsch, st. m.; Jack 
Ramey, sls. 

Columbia, KOMU-TV (8) Highway 63 South. 
104,950 b&w Sce: sta. Cls. A hr. $250, min. 
$50, ID $25. agama C. Lambert, g.m.; John 


bal, KHQA.TV (7) W.C.U. Bldg., Quincy, 
Ill. 174,880 b&w Sce: ARB. 124 c. Cls. 
A hr. $350, min. $70, ID $35. Walter J. Roths- 
_ a. : ae sls. m.; Merritt Milligan, 


. & pi d. 
PB + City, "KRCG-TV (13) home! ong 
Farms, Hwy. 54 N. 113,780 b&w Sce: 
Cls. A a $200, min. $40, ID S20. Robert 
Blosser, ; Ron Maxwell, sls.m 
Joplin, KODE-TV (12) 1928 W. 13th. 139, 399 
b&w Sce: sta. 50c. Cls. A hr. $300, min. 
_ 50, ID $30. Harry D. Burke, v.p. & g.m.; 
T. Knight, sls.m. 
mies City, KCMO-TV (5) 125 E. 3ist St. 
502,050 b&w Sce: Nielsen, “ ec. Cls. AA hr. 
po 400, min. $300, ID $150. E. K. Hartenbower, 
m.; S. B. Tremble, ¢.m 
Kansas City KMBC-TV (9) KMBC bldg., 11th & 
Central. 494,323 b&w Sce: sta. 110 c. Cls. A 
% hr. $480, min. $160, ID $80. John T. 
Schilling, v.p. & g.m.; "George J. Higgins, 
v.p. & slis.m. 
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Joseph P. Dougherty has been named 
sales manager of WJz-Tv Baltimore, 
the recently acquired property of 
Westinghouse Broadcasting Co. He 
comes to Baltimore from the WBC 
station in Cleveland, Kyw-Tv, where he 
has been assistant sales manager. Be- 
fore that he was with wetz Philadel- 
phia. 


Kansas City, WDAF-TV (4) 3030 Summit St. 
659,930 b&w Sce: Electric Assn. of K.C. 2,077 
e. Cls. A hr. $1,060, min. $212, ID $106. 
William A. Bates, st.m.; E. Manne Russo, 


sls.m. 

Kirksville, KTVO (3) 209 E. 2nd St., Ottumwa, 
Ia. 222,954 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. Berg Allison, st.m.; Elmer 
Smith, c.m 

St. Joseph, KFEQ-TV (2) 40th & Faraon oe. 
195,931 b&w Sce: Electric Assn. Cls. 

a min. $60, ID $30. Glenn G. Griswold, 
A. ayne Beavers, c.m 

st Toe, KSD-TV (5) 1111 Olive St. 967,000 
b&w Sce: sta. *c. Cls. A hr. $1,200, min. 
$300, ID $150. George M. Burbach, st. m.; 
Guy E. Yeldell, sls.m. 

St. Louis, KTVI (2) 5915 Berthold Ave. 967,002 
b&w Sce: sta. Cls. AA hr. $1,000, min. $250, 
ID $125. J. J. Bernard, v.p. & g.m.; John 
Hyatt, sls. m. 

Louis, KWK-TV (4) 1215 Cole St. ¢ * Cls. A 

hr. $1,500, min. $330, ID $165. Robert T. 

Convey, p. g-m.; V. E. Carmichael, v.p. & 


sls.d. 
Sedalia, KDRO-TV (6) 2100 W. Broadway. 67,- 
000 b&w Sce: sta. Cls. A hr. $200, min. $30, 
ID $25. Le Chapman, g.m.; Max Cassing, 


sls.m. 

Springfield, KTTS-TV (10) Box 1716, SSS. 
111,188 b&w Sce: ARF & sta. 258 c. Cls. A 
hr. $325, min. $81.25, ID $32.50. G. Pearson 


Ward, v.p. & g.m. 

Springfield, KYTV (3) 999 W. Sunshine. 114,914 
b&w Sce: sta. 200 c. Cls. A hr. $325, min. 
$81.25 ID $32.50. R. L. Stufflebam co-m. & 
e.m.; Carl Fox, co-m. 


MONTANA 

Billings, KOOK-TV (2) Box 2557. 40,000 b&w 
Sce: Nielsen & sta. Cls. A hr. $200, min. $45, 
ID $22.50. V. V. am, exec. v.p. & g.m.; 
John H. Conner, 

Butte, KXLF-TV «) ™ i003 e Fee 50,380 
b&éw Ay ARB & sta. A hr. $200, min. 
= = $20. E. B. Craney, oan. Arne Anzjon, 


Glendive, KXGN-TV (5) Nov. 1957 

Great Falls, KFBB-TV (5) Box 1139. 32,000 
b&w Sce: sta. Cls. AA hr. $200, min. $40, ID 
$20. J. P. b aie p. & g.m.; W. C. Blanch. 
ette, stm. & c¢ 

Helena, KXLJ- aia (12) Fall 1957. 

Kalispell, KGEZ-TV (9) Box 439. Cls. A hr. $125, 
min. $20, ID $10. ee K. Vick, v.p. & g.m.; 
Robert S. Bennett 

Missoula, KMSO-TV Wi3) 340 W. Main. 37,300 
b&w Sce: sta. Cls. A hr. $1F0, min. $30, ID 
os. A. J. Mosby, p.; S. John Schile, g.m. & 
sls.m. 


NEBRASKA 

Hastings, KHAS-TV (5) Box 476. 107,134 b&w 
Sce: sta. *c. Cls. A hr. $250, min. $43.7 5, 
$21.88. wy L. ag g-m.; Harry H. 
Packard, sls. & opertns. 

Hay Springs, KDUH-TV ay Nov. 1957. 

Hayes Center, KHPL-TV (6) — Satellite of 
KHOL- Kearney. 

Kearney, KHOL-TV (13) 414 E. Ave., Holdrege. 
119,000 b&w Sce: sta. 50 c. Cls. A hr. $300, 
min. $60, ID $30. Jack Gilbert st. m. & sls. m. 

Lincoln, KOLN-TV (10) 40 & W. 220, 768 
b&w zat RETMA. Cls. A hr. $350, min. $70, 


ID $35. A. James Ebel, v.p. & g.m.: Lester C 


Rau, sls. m. 

Omaha, KETV (7) 27th & Douglas Sts. Cls. A 
= oe. min. $140, ID $70. Eugene S. Thomas, 

g.m.; Robert Paxson, sls.m. 

Genin, KMTV (3) 2615 Farnam St. 412,250 
b&w Sce: Nielsen & sta. 2,500 c. Cls. A hr. 
= win $225, ID si35 Owen Saddler, exec. 

& g.m.; Arden Swisher, g. sls. m. 

Omaha, Wow-TV (6) "insurance Bldg. 422,000 
b&w Sce: sta. *c. Cls. hr. $735, min. $170, 
ID $80. Frank P. LA, v.p. & g.m.; 
Ebener, tv sls. m. 

Scottsbluff, KSTF (10) Satellite of KFBC-TV 
Cheyenne, Wyo. 


NEVADA 


Vegas, KLRJ-TV (2) 4850 Henderson Hwy. 
33,000 b&w Sce: sta. $150 c. Cls. A hr. $225, 
min. $45, ID $22.50. be mgm D. Stiles, g.m.; 
Allen W. Dunn, nat. sls. 

Las Vegas, KLAS-TV (8) Wilbur Clark’s Desert 
Inn. 32,500 b&w Sce: sta. Cls. A hr. $250, 
min. $50, ID $25. Marian Y. Komar, g.m. & 
nat. sls.m.; Alex Gold, loc. sls. m. 

Las Vegas, KSHO-TV (13) Fremont Hotel. Ira 
La .m.; Bob Gardner, sls.m. 

Reno, KOLO-TV (8) 770 E. Fifth. 55,000 b&éw 

: & sta. Cls. A hr. $300, min. $60, 

ID $30. Lee D. Hirshland st.m. 


NEW HAMPSHIRE 


Manchester, WMUR-TV (9) 1819 N. Elm St. 
1,127,959, b&w Sce: RETMA. Cis. A hr. $700, 
min. $165, ID $70. Norman A. Gittleson, exec. 
v.p. & g.m.; Gordon Moore, nat. sls.m. 

Mt. Washington, WMTW (see Poland Spring, 
Me.) 


NEW JERSEY 
Newark-New York, N.Y., WATV (13) 515 ee. 
hr. $1,500, min. $300, ID $150. 


Rosenhaus, Pp. g.m.; Edward 
sls. m. 


Cossman, gs. 


NEW MEXICO 
Albuquerque, KGGM-TV (13) A W. Coal Ave. 


108,077 b&w Sce: sta. a Cls. AA hr. 
$400, min. $85, ig $45. A. ~“Hebenstreit, p- 
g-m.; Ralp! Rhoads, sls. & asst. m. 


albauuerene, ROAT-TV (7) 122 Tulane Dr. SE. 
100,000 b&w Sce: sta. Cls. A hr. $250, min. 
$35, ID $15. Walter J. Stiles, — v.p. & st.m. ; 
Clinton D. McKinnon, p. & g 

Albuquerque, KOB-TV (4) 1430 “Coal Ave. SW. 
132,300 b&w Sce: sta. 200 c. Cls. A hr. $410, 
min. $85, ID $45; George S. Johnson, st. m.; 
Rolf S. Nielsen, sls. m. 

Carlsbad, KAVE-TV (6) 2907 W. Church St. 
35,000 b&w Sce: sta. Cls. A hr. a min. $30, 
ID $20. John H. Battison, g.m. & sis.m.; Don 
Husted, asst. g.m. 

Clovis, KICA-TV (12) 1000 Sycamore St., Box 
111. 25,000 b&w Sce: sta. Cls. A hr. $150, min. 
$30. ID $15, Robert L. Sander, st.m.; Jim 
Richardson, slsm 

Roswell, KSWS- TV (8) 1717 W. 2nd St. 72,215 
b&w Sce: ARB & RETMA 215 c. Cls. A hr. 
$250, min. $50, ID pS. —s A. Barnett, o. & 
g.m.; Paul B. McEv sls. 

Santa Fe, KVIT (2) Bet. 1957 


NEW YORK 
Albany, WCDA (41) Box 4100. 225,000 b&w sce: 
sta. Cls. A hr. $625, min. $130, ID $65. 


Thomas S. Murphy, g.m.; William Lewis, 


sls. m. 

Albany, WTRI (35) Box 4035. 225,000 b&w Sce: 
=. Cls. A hr. $400, min. $75, ID $37.50. Wil- 
liam A. Riple, g-m.; Dom Tovino, sls. m. 

Binghamton, WNBF-TV (12) 1 Henry St. 385,- 
000 b&w Sce: sta. *c. Cls. AA hr. $1,000, min. 
$225, ID $100. George R. Dunham, g.m.; An- 
drew G. Hubbell. g. sls. m. 

Binghamton, WINR-TV (40) Oct. ’57 

Buffalo, WBEN-TV (4) Hotel Statler. 618,389 
b&w Sce: Niagara Mohawk Power Corp. 239 
ce. Cls. A hr. $1,050, min. $195, ID $95. George 
R. Torge, st.m. Nicholas J. Malter, sls.m. 

Buffalo, WBUF (17) 2077 Elmwood Ave. 226,900 
! Sce: ARB Cls. AA hr. $650, 20 sec. $110, 

ID $50. “ey C. Bevis Jr., g.m.; William 
B. Decker, sls. 

=, WGR-TV_ (2) 184 Barton St. 599,686 
U.S. b&w, 672,485, Canada b&w Sce: Niagara 
Mohawk Power Corp. & RETMA of Canada. 
Cls. A hr. $880, min. 7. $155, ID $80. Van Beuren 
De Vries, st. m.; G. Paschall Swift, sls. & 


prom. m. 
Carthage-Watertown, WCNY-TV (7) Box 211, 
Watertown. 80,265 b&w Sce: sta. Cls. A hr. 
$200, min. $40. ID $20. James W. a tv 
d.; Alfred M. Tauroney, nat. sls. 
Elmira, WSYE-TV as) 46,576 ~ hy Satellite of 
WSYR-TV Syracu 
-. WCDB (28) Satellite of WCDA Al- 
New York, WABC-TV (7) 7 W. 66th St. 4,800, 
000 b&w Sce: sta. Cls. A hr. $4,150, min. 
$825. ID $470. Robert L. Stone, v.p. & g.m.; 
Joseph Stamler, sls. m. 
New York WARD (5) Du Mont Television Cen- 
ter, 205 E. 67th St. 4,614,810 b&w Sce: sta. 
Cls. A hr. $3,000, min. $300, ID $120. Ben- 
net H. Korn. v.p. st. m. sls. m. 








New York, WATV (see Newark) 

New York WCBS-TV = 485 Madison Ave. 
4,745,000 b&w Sce: sta. 3,000 c. Cls. A_ hr. 
$7,500, —_ $1, 500, ‘‘D $750. Sam Cook 
Digges Frank Shakes espeare, g. sis. m. 

New York, = WOR-TV (9) 1440 Broadway. 4,730,- 
900 b&w Sce: sta. Cls. A hr. $2,000 min. 3500, 
ID $200. Gordon Gav, exec. v.p. g-m.; Wil- 
liam P. Dix Jr. 

New York, WPIX “db 220 E. 42nd St. 4,700,000 
b&w Sce: NBC. Cls. A hr. $2,000, min. $500, 
ID $175. Fred M. Thrower, v.p. & g.m.; John 
A. Patterson, sls. m 

New York, WRCA-TV (4) RCA ny * Pade 
feller Plaza. 4,765,000 b&w Sce: 000 c. 

AAA hr. $9,200, 20 sec. $2, 300. iD $1,150. 
William N. Davidson, g.m.; Jay J. Heitin, 


sis. d. 

Plattsburgh, WPTZ-TV (5) 357 Cornelia St. 
150,000 U.S. b&w. 350,000 Canada b&w Sce: 
sta. Cls. A hr. $400, = $80, ID $40. George 
ae Bregge, g.m.; Albert La France loc. 
sls 

Rochester. WHEC-TV (10) 40 Franklin St. 327,- 
000 U.S. b&w, 31,500 Canada b&w Sce: sta. 
400 c. Cls. A hr. $700, min. $140. C. Glover 
Suen, v.p. & g.m.; Le Moine C. Wheeler, 
g. sls. 

Rochester, WROC-TV (5) 201 ore St. 
307,750 b&w Sce: Nielsen & sta. 400 c. Cls. A 
hr. $700, min. $175, ID $87.50. , oO. 
Wiig, g.m.; Armin N. Bender, sls. m. 

Rochester, WVET-TV (10) 17 S. Clinton Ave. 
327,000 U.S. b&w, 31,500 Canada b&w Sce: 
Ervin F. ae ig & g.m.; Arthur Murrell- 
wright, zg. sls. 

Schenectady, WRGB (6) Washington Ave. 510,- 
000 b&w Sce: sta. 250 c. Cls. A hr. $1,100, 
min. $200, ID $100. Raymond W. Welpott, m. ; 
Robert F. Reid, sls. m. 

Syracuse, WHEN-TV (8) 101 Gout St. 400,000 
b&w Sce: sta. *c. Cls. A hr. $1,000, min. 
$250, ID $125. Paul Adanti. v.p. & g.m.; Fred 
Menzies, ¢.m. 

Syracuse, WSYR-TV (3) 224 Harrison St. 479,- 
950b&w Sce: Nielsen & sta. *c. Cls. A hr. $900, 
min. $175, ID $97.50. E. R. Vadeboncoeur, p. & 
g-m.; William R. Alford, sls. d. 

Utica, WKTV (13) Smith Hill Rd. 215,600 b&w 
Sce: sta. 200 c. Cls. A hr. $550, min. $100, ID 
$40. Michael C. Fusco, g.m. & sls m. 


NORTH CAROLINA 


Asheville, WISE-TV py 92 Haywood St. 40,000 
b&w Sce: RETMA & sta. Cis. A hr. $150, min. 
$30, bg $15. George i Jr., g.m. & nat. 


sls. 
Asheville, Wiee-2¥ (13) 288 Mino Ave., 320,- 
b&w Sce: sta. Cls. . $450, min. $90, 
iD $45. Charles B. ~ Britt, ones. v.p.; Henry Joe 
Britt, rgnl. sls. 
Charlotte, WBTV “3) 1 ‘oy Pl. 574,531 
w Sce: sta. 934 c. Cls. A hr. $1,000, min. 
$200, ID $100. Kenneth I. Tredwell, v.p. & 
was. as Wallace J. Jorgenson, asst. m. d. 

Charlotte, peat ” 2221 N. Tryon 
443,900 b&w Sce: 2,000 c. Cls. A hr. $900; 
= $225, ID S112 50. Larry Walker, p. & 

; C. George Henderson, exec. v.p 

Dahon, WTVD (11) 1750 Newton Ra. 319,194 
b&w Sce: sta. Cis. A hr. $550, min. $110, ID 
$55. Harmon > Duncan, p. & g.m.; Mike 
Thompson, sls. 

Fayetteville, WFLB.TV (18) 1332 Bragg Blvd., 
Box 512. 20,000 b&w Sce: sta. Cls. A hr. $150, 
min. $30, $20. William D. Bailey, m.; 
W. B. Belche, c¢.m. 

Greensboro, WFMY-TV (2) Phillips Ave. at 
White St. 492,096 b&w Sce: RETMA 274 ec. 
Cls. A hr. $800, min. $160, ID $80. Gaines 
Kelley, g.m., Joe E. Lake, sls m. 

Greenville, WNCT (9) Evans St. extension. 195,- 
000 b&w Sce: sta. 100 c. Cls. A hr. $400, min. 
$100, 4 —. — nn Campbell, g.m. ; John 


G. Clar 

Raleigh, WNAG-TV = rm Western Blvd. 
140,250 b&w Sce: sta. 80 Cls. A hr. $375, 
min. $65, ID $32.50. G. aver —— vp. & 
g-m. ; Joseph F. McGinley, loc. sls. 

Raleigh, WRAL-TV (5) 1117 Hillsboro. ‘St. 337,- 
503 b&w Sce: ARF. 400 c. Cls. A hr. $600, 
min. $120, ID $60. Fred Fletcher, v.p. & g.m.: 
Fletcher Turner, nat. sls. m. 

Washington, WITN (7) Highway 17 S. 207,634 
b&w Sce: sta. 300 c. Cls. A hr. $325, min. 
$65, ID $32.50. W. R. Roberson Jr., p. & g.m; 

Patterson, v.p. chg. sls. 

Wilmington. WMFD-TV (6) gee-tes Princess St. 
Radio Bk'‘g. 172,000 b&w Sce: R A. 55 ¢. 
Cls. A hr. $350, min. $70, ID $35. R. A. 
- Jr., p. & g.m. Claud O’Shields, loc. 
sls. m 

Winston-Salem, WSJS-TV (12) 419-21 N. Spruce 
St. 618,139 b&w Sce: ARF & RETMA. 600 c. 
Cis. A hr. $600, min. $125. ID $62.50. "Harold 
Essex, v.p. & g.m.; Harry B. Shaw, g. sls. m. 


NORTH DAKOTA 


ear’, KBMB-TV (12) Frank Fitzsimonds, 
W. L. Hurley, v.p. chg. sls. Satellite of 
KXJB-TV Valley City. 

Bismarck, KFY R-TV (5) 200%4 apy ig St. 53,- 
800 OE, “et ARF & sta. Cls. A hr. $275, 
ID $30. William A. Mh renee p. & 

. Anderson, g. sls. 

Pe dogg KDIX-TV (2) 119 Seren Ave. W. 





Richard D. Dudley (above) has been 
named general manager of WSAU-TV- 
AM Wausau. For the past three years 
he has been assistant general manager. 
He succeeds George T. Frechette who 
was elected president of the Wisconsin 
Valley Television Corp., operators of 
the station. At the same time J. C. 
Sturtevant was elected chairman of 
the board of the company. 


pense b&w Sce: ARF & RETMA. Cls. A 
hr. $150, min. $30, ~ $15. Orville F. Burda, 
g.m.; James O'Leary, . ™m. 
* WDAY-TV (6) *207 N. Fifth. 92,679 
b&w Sce: RETMA & sta. 350 c. Cls. AA hr. 
$450, min. $90, ID $45. Tom Barnes, g.m. 
Grand Forks, KNOX-TV (10) Box Ti10, siete 
Mill Rd. 40,000 b&w Sce: sta. Cis. 
$200, ?_— $46, ID $15. Robert C. ition, 
nat. sls. 
Minot, KCJB-TV (13) 15-A W. Central Ave. 
29,000 b&w Sce: sta. Cls. A hr. $175, min. 
$35. John W. Boler, p. & g.m.; Chester Rietan, 


¢.m. 
Minot, KMOT (10) Nov, 1957 
Valley City, KXJB-TV (4) 4000 W. Main St., 


Cls. A hr. $500, =. $100, 
Boler, p. & g.m L. Hurley, v.p. chg. sls. 

Williston, KUMV- TV (8) Satellite of KFYR-TV 
Bismarck. 


OHIO 


Akron, WAKR-TV (49) Television Center, 853 
Copley. 174,066 b&w Sce: sta. Cls. A hr. $300. 
min. $60, ID $30. S. Bernard Berk, p.; Roger 
G. Berk, v.p. & g.m 

Cincinnati, WCPO-TV (9) 2345 Symmes St. 
850,800 b&w Sce: NARTB. Cis. A hr. $1,300, 
min. $150, ID $50. M. C. Watters, v.p. & g.m.; 
Glenn C. Miller, asst. g.m. & sls. m. 

Cincinnati, WKRC-TV (12) 8th & Broadway, 
543,524 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1,200, 3 $300, ID $150. David G. Taft, 
exec. v.p. g-m.: Roger B. Read, g. sls. m. 

Cincinnati, Ww (5) 140 W. 9th St. 505,110 
b&w Sce: sta. 92 c. Cls. A hr. $900, min. $100, 
ID $40. R. E. a p. & g.m.; James J 


Ss ” 

Cleveland, KYW.TV. 3) 815 Superior Ave. NE. 

ay nee b&w. Sce: Nielsen & sta. 4,600 c. 

A hr. aw 100, min. $240, ID $120. Rolland 

V. Tooke, . & g.m.; Albert P. Krivin, sls. m. 

Cleveland, ‘WEWS (5) Euclid at 30tb 1.210, 000 

w Sce: RETMA sta. Cis. A hr. $1,060, min. 

$360, ID $150. James C. Hanrahan, g.m.; John 
H. Foley, loc sls m 

Cleveland, Wiw-TV (8) 1630 Euclid Ave. 1,- 
163,188 b&w Sce: sta. *c. Cls. AA hr. 2,000, 
min. $525, ID $263. Ben Wickham, mng. d.; 
Peter Storer, g. sls. m. 

Columbus, WBNS-TV (10) 33 N. High St. 552,- 
700 b&w See: ARF & sta. Cls. A hr. $780, 

i ID $60. 9g A. Borel, tv. d.; 
Robert D. "Thomas, sls. 

Columbus, WLW-C (4) 3165 Olentangy River 
Rd. 2,000 c. Cls. AA hr. $800, min. $175, ID 
= = James Leonard, g.m.; Gregory Lincoln, 
8 

Cdenian. WTVN-TV (6) he! Harmon Ave. 500,- 
400 b&w Sce: sta. Cls. A hr. $563, min. $140, 
ID $56. J. W. McGough, g.m.; R. C. Wiegand, 
asst. g.m. & nat. sls. m. 

Dayton, WHIO-TV (7) 1414 Wilmington Ave. 
611,316 b&w Sce: sta. Cls. A hr. $750, min. 
$150, ID $55. Robert H. Moody, g.m.; Walter 
E. Wolaver, c.m. 

Dayton, WLW-D (2) 4595 s, he 4d ig’ 458,120 
b&w Sce: aes & sta. Cls. AA hr. $800, 
=. op A $70. George  S. ‘g.m.; ; Dale A 
m 

Lima, ‘WIMA-TV (35) 1424 Rice Ave. 76,487 


ae Sce: sta. Cls. A hr. $200, min. $40, ID 
$20. Robert W. wack, vp. & gm; J. L. 
Spring, tv sls. 

Steubenville, WSTV-TV (9) 428 pases | St. 1,- 
045,580 b&w Sce: Nielsen. *c. Cls. A hr. $500, 
eg — 50, ID $50. John J. Laux, exec. 

&¢ ; Joseph M. Troesch, asst. g.m. 

Toledo, WSPD-TV (13) 136 Huron St. 406,000 
b&w Sce: ARF & sta. 300 c. Cls. A hr. $1,000, 
min. $170, ID $85. Allen L. Haid, vp. & 
mng. d.; Bill Ashworth, nat. sls. m. 

Youngstown, WFMJ-TV (21) 101 W. Boardman 
St. 180,304 b&w Sce: sta. 150 c. Cls. A hr. 
$400, min. $80, ID $40. William F. — Jr., 
p.; Mitchell Stanley, st. m. sls 

Youngstown, WKBN-TV (27) 3930 Senet Blvd. 
202,581 b&w Sce: sta. 300 c. Cls. A hr. $450, 
min. $90, ID $45. W. P. Williamson Jr., p. & 
g.m.; J. L. Bowden, st. d. 

Youngstown, WKST-TV (45) Nov. 1957 

Zanesville, WHIZ-TV (18) Lind Arcade Bldg., 
N. 5th St. 51,349 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Allen Land, mng. 4.; 
Nate Milder, sls. d. 


OKLAHOMA 


Ada, KTEN (10) Box 10. 98,672 b&w Sce: sta. 
500c. Cls. A hr. $225, min. $30, ID $15. Bill 

Hoover, p. *; g-m.; Brown Morris, v.p. & 
st. m. 

Ardmore, KVSO-TV (12) 114 N. Washington, 
82,000 b&w Sce: SRDS & sta. *c, Cls. A hr. 
$150, min. $30, ID $15. John Easly Riesen, 
g-m.; Gordon E. Lack, c.m. 

Enid, KGEO-TV (5) 206 E. Randolph, Box 1589. 
370,000 b&w Sce: sta. Cls. A hr. $600, min. 
gs 0, ID _ George Streets, st. m.; Charles 

eys, sis. 

Lawton, KSWO-TV (7) 4 miles east of Lawton on 
State Hwy 7. 78,312 b&w Sce: Sta. Cls. A hr. 
$150, min. $30. ID $15. Emmett L. Keough, 
g-m.; Al Shore. sls. m. 

Oklahoma City, nog i (9) 7400 Lincoln Blvd. 
370,757 b&w Sce: 400 c. Cis. AA hr. $900, 
min. $225, ID Sinz. 50. Edgar T. Bell, v.p. & 

g-m.; Fred L. Vance, sls.m 

Pe = ty City, WKY-TV (4) 500 E. Briton Rd. 
360,000 b&w Sce: sta. 750 c. Cls. AA hr. $950, 
min. $240, ID $120. Raymond W. Welpott, m.; 
Jim Terriel, nat. sls. m. 

Tulsa, KOTV (6) wy | S. Frankfort. 314,483 b&w 
Sce: sta. *c. Cls. AA hr. $825, min. $200, ID 
_— = Cc. Richdele Jr., vp. & g.m.; George 


ecm 
Tulse. KTUL-TV (8) P.O. Box 9697. 319,312 b&w 
Sce: sta. Cls. AA hr. $600 min. $120, ID $60. 
Mike Shapiro, v.p. & mng. d.; Bill Swanson, 


¢.m. 

Tulsa, KVOO-TV (2) 3701 S. Peoria. 319,312 
b&w Sce: Pulse & sta. 350 c. Cls. A hr. $750, 
min. — ID $87.50. C. B. “Brownie” Akers, 
exec. & g.m.; John Devine, c.m. 


OREGON 


ry KVAL-TV (13) Box 548. 94,193 b&w 
Sce: sta. * ec. Cls. A hr. $225, min. $45, 
ID =. S. W. McCready, g.m.; Phil George, 


sls. 

Klamath’ Falls, KOTI-TV (2) Box 732. 18,866 
b&w Sce: ARB&RETMA Cis. A hr. $150, 
min. $30, ID $15. Walter R. Richartz, st. m. 

Medford, KBES-TV (5) 2000 Crate Lake Hwy. 
41,148 b&w Sce: ARB&RETMA Cis. A hr. 
$250, min. $50, ID $25. Jerold R. Poulos, st.m. ; 

ward Barnett, sls.m. 

Portland, KGW-TV (8) Broadcast House, 1139 
SW. 13th Ave. 393,145 b&w Sce. sta. 1,100 c. 
wes bs hr. $600, min. $150, ID $75. Walter E. 

, st. m.; John H. Pindell, sls. m. 

Portland. KPTV (12) 735 S.W. 20 Place. 483,000 
b&w Sce: sta. 500c. Cls. A hr. $700, min. $180, 
ID $90. Frank J. Riordan, v.p. & g.m.; Donald 


E. Tykeson, sls. m. 
Portland, KOIN-TV (6) 140 S/W. Columbia St. 
—_ 550 b&w Sce: ARF. 200 c. C. Howard Lane, 
& mng. d. John L. Palmer, nat. sls. m. 
oe Bd KPIC (4) Box 548, Blanton Heights, 
Eugene. 77,235 b&w Sce: Sta. Cls. A hr. $150, 
min. $30, $15. Aaron Boe, st. m. Optional 
satellite to KVAL-TV Eugene. 


PENNSYLVANIA 


Altoona, WFBG-TV (10) 1320 11th Ave. 414,000 
b&w Sce: sta. *c. Cls. AA hr. $750, min. $170, 
. $75. Frank Palmer, g.m.; William Krough, 
sls. m. 

Bethlehem, WLEV-TV (51) Savercool Ave., 
Fountain Hill, Box 111. 71,450 b&w Sce: sta. 
Cls. A ~~ $200, x." $30. Elwood C. Ander- 
son, st. George H. Ettele, c.m. 

Easton, WGLV (57) * 9857 Nazareth Rd. 94, - 
b&w Sce: sta. Cls. A hr. $175, min. $30, 
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. wr ¥ Thon, om. ; Nelson S. Rounsley, 


nat. adv. 
Erie ‘wicu. (12) 3514 State St. 222,500 b&éw 
Sce: sta. 400 c. Cls. A hour. $700, min. _— 
= — Ben McLaughlin, g.m.; Bob Lun- 


ist, ce. 

uirle, WSEE (35) 1220 Peach St. 72,037 b&w 
Sce. Nielsen & sta. Cls. A hr. $300, min. $60, 
ID $30. a Sansbury g.m.; Roger Garrett, 
asst. 

Marrkbers. WHP-TV (55) 216 Locust St. 340,- 
000 b&w Sce: sta. *c. Cls. A hr. $325, min. $65, 
ID $32.50. R. A. “Dick” Rennes, g-m.; Mrs. 
A. K. Redmond, bus. & c 

Harrisburg, WTPA (27) 3235 Hoffman St. 246,- 
750 b&w Sce: sta. 560 c. Cls. A hr. $359, min. 
$70, ID $35. Rees D. Wear, g.m.; Allen P. 
Solada, sls. 

Johnstown, WARD-TV (56) Porch Bldg. 60,000 
b&w Sce: sta. Cls. A hr. $200, min. $37.50. 
Richard J. Butterfield, ¢.m. sls.m. 

Johnstown, WJAC-TV (6) 329 Main St. ‘L 104,032 
b&w Sce: RETMA. 600 c. Cls. A hr. $900, min. 
$225, ID $112.50. Alvin D. Schrott, g.m.; John 
Hepburn, sls.m. 

Lancaster, WGAL-TV (8) Lincoln Hwy. W. 
917,320 b&w Sce: sta. 1,500 c. Cls. AA hr. 
$1,200, min. $240, ID $120. Clair R. Mc- 
Collough, p. & g.m.; J. Robert Gulick, asst. 
g-m. chg. sls. 

Lebanon, WLBR-TV (15) R.D. #5. 211,310 b&w 
Sce: sta. Cls. A hr. $200, min. $46, ID $20. 
Joe Zimmerman, ¢. m.; Leonard Savage, 
opertns. m. 

New Castle, WKST-TV (45) 3800 Shady Run 
Rd., Youngstown, O. Cls. A hr. $350, min. $70, 
ID $35. S. b. 5s ORE p. & g.m.; Robert C. 

Harnack, 

Philadelphia, WCAU-TV (10) City Line & Monu- 
ment Rd. 1,854,140 b&w Sce: sta. 12,000 c. Cls. 
A hr. $3,250, min. $750, ID $375. Donald W. 
a p. & g.m.; Robert M. McGredy, 
v.p. che. 

Philadelphia, WFIL-TV (6) 46th & Pea Sts. 
2,235,000 b&w Sce: sta. *c. Cls. AA hr. $3,200, 
min. $750, ID $375. Sones A. Koehler, st.m. ; 
Kenneth W. Stowman, sls. 

Philadelphia, WRCV-TV 3) NBC Bldg., 1619 
Walnut St. 2,090,000 b&w Sce: sta. 4,000 c. 
Cls. AA hr. $3,200, AAA 20 sec. $825, AAA $10 
sec. $415. Lloyd E. Yoder, v.p. & g.m.; Theo- 
dore Walworth Jr., sls.d. 

Pittsburgh, KDKA-TV (2) 1 Gateway Center. 
1,285,000 b&w Sce: SRDS. 1500 ec. Cls. 
hr. $1,700, min. $350, ID $175. Jerome R. 
Reeves, m.: John G. Stilli, sls. m. 

Pittsburgh, WIIC (11) 700 Ivory Ave. Cls. A hr. 
$1,500, min. $300, ID $150. Robert A. Morten- 
sen, g.m.; Roger D. Rice, sls.m. 

Scranton, WARM- TV (16) 333 eg Ave. 300,- 
000 b&w Sce: sta. Cis. A hr. . min. $45, 
ID $22.50. es Dawson, v.p. & st. m.; Sam 
Feigenbaum, 

Scranton, WDAU.TV (22) 1000 Wyoming Ave. 
320,000 b&w Sce: sta. 500 c. Cls. A hr. $600, 
=e. $125, ID $62,50. —— L. L aaa g. 

; Anton “Tony” Moe, sls. 

Wilkes-Barre, WBRE-TV ” 3a) 62 "S. Franklin 
St. 320,000 b&w Sce: sta. 500 c. Cls. A hr. 
$525, min. $105, ID $52.50. David M. Balti- 
more, v.p. & g.m.; Ernest Lewis. sls. m. 

Wilkes-Barre, WIiLK-TV (34) 88 N. Franklin 
St. 360,000 b&w Sce: sta. Cls. A hr. $375, 
—_ $75, ID $37.50. Roy E. Morgan, exec. 

> $ omas P. Shelburne, mng. d. 

Williamsport, WRAK-TV (36) Fail 1957 

York, WNOW-TV (49) Cis. A hr. $200, min. 
$37.F0. Richard E. Burg, st. m. & c.m.; J. 
Edward Schwalm, sls. prom. m. 

York, WSBA-TV (43) S. Queen St., Extended. 
198. 480 b&w Sce: Metropolitan Edison. Cls. 

hr. $200, min. $37.50. ID $20. Louis J Appell 
A p.; Robert M. Stough, sls. m. 


RHODE ISLAND 

Providence, WJAR-TV (10) 176 Weybosset St. 
1,404,002 b&w Sce: sta. 3,000 c. Cls. AA hr. 
$1,300, min. $310, ID $150. J. — “Dody” Sin- 
clair, st.m.; Ed Boghosian, sls. 

Providence, WPRO-TV (12) WPRO Bldg. 24 
Mason St. 1,404,202 b&w Sce: sta. Cls. A 
hr. $1,100, min.. $225, ID $113. William S. 
Cherry Jr., p. 


SOUTH CAROLINA 

Anderson, WAIM-TV (40) 321 Kingsley Rd. 
Cls. A hr. $150, min. $30, ID $18.75. Glenn P. 
Warnock, g.m.; John McCallum, sls. m. 

Caton. WCSC-TV hy? 485 East Bay. 

w Sce: sta. *c. Cls. r. $300, min. $75, 1D 
35. one * be ge - & mat sls. m.; Ralph E. 
Thornley, loc. 

Chariesteon, wusnery ‘@ “Box 879. 200,000 b&w 
Sce: sta. 1,000 c. Cls. A hr. $300, min. $75, ID 
$35. J. Drayton Hastie, p., g.m. & sls. m. 

Columbia, WIS-TV (10) 1111 Bull St. 185,854 
b&w Sce: Nielsen & RETMA. 150 c. Cls. "AA 
hr. $450, min. $110, ID $55. Charles A. Batson, 
mng. d.; Law Epps, sls. m. 

Columbia, WNOK-TV (67) 1811 Main St. 110- 
000 b&w Sce: sta. *c. Cls. A hr. $200, min. $45, 
ID $20. H. Moody McElveen Jr., v.p. & g.m., 
David C. Phillips, sls.m. 

Florence, (8) Box 630, 156,162 b&w Sce; 
sta. *c. Cis. A hr. $300, min. $60, ID $30. J. 
William Quinn, mng. d; John H. Brock, sls. m. 

Greenville, WFBC-TV (4) 505 Rutherford St. 
$30,402 b&w Sce: ARF & RETMA. 100 c. Cls. A 
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Bill Fox has been made station man- 
ager of KFMB-TV San Diego, it has 
been announced by George Whitney, 
vice president and general manager of 
Wrather-Alverez Broadcasting Inc. Mr. 
Fox has been general sales manager 
of the station since March 1955. 


hr. $525, min. $120. ID $60. Kenneth Beach- 
board, m.; . Glass Jr., c.m. 

Spartanburg, WSPA-TV (7) 224 E. Main St. 
302,717 b&w Sce: RETMA 300 c. Cls. A hr, 
$450, min. $112.50, ID $56.25. Walter J. Brown. 
p. & g.m.; Charles Bell, nat. sis. m. 


SOUTH yee 

Aberdeen, KDHS (9) Nov. 1, 

Florence, KDLO-TV (3) Satellite of KELO-TV 
Sioux Falls. 

Rapid City, KOTA-TV (3) 624% Sixth St. 
25,162 b&w Sce. RETMA & sta. Cls. A hr. 
— min. $25, ID $12. Helen S. Duhamel, 

& g.m.; William F. Turner, bus & c.m. 

Reliance, KPLO-TV (6) C. J. Johnson. st. m. 
Semi _ satellite of KELO-TV Sioux Falls. 

Sioux Falls, KELO-TV (11) Phillips at 8th 
215,017 b&w Sce: wy Cls. A hr. $400, 
min. $90, ID $45. E. A. Nord, g.m. & c.m. 


TENNESSEE 
Chattanooga, WDEF-TV (12) Volunteer Bldg., 
Georgia Ave. 235,321 b&w Sce: RETMA 550 
ce. Cls. A hr. $450, min. $100, ID $50. Harold 
=. “Hap” Anderson, g.m.; Otis H. Segler, sls. 


m. 

Chattanooga, WRGP-TV (3) 1214 McCallie Ave. 
239,004 b&w Sce: sta. 1,100 c. Cls. A hr. $400, 
~ $80, ID $40. R. G. Patterson, p.; George 


P. Moore, sls. m. 
sae WDXI-TV (7) Williams Bldg. 103,750 
b&w Sce: sta. Cls. A hr. wee. ae $50, 


& 

Johnson City, WJHL-TV al) “Box “1080, 145 W. 
Main St. 185,316 b&w Sce: sta. Cls. A film 
hr. $300, min. $60, ID $30. W. H. Lancaster 
Jr. v.p., g-m. & sls. m. 

Knoxville, WATE-TV (6) 612 Gay St. SW. 
227,166 b&w Sce. sta. *e. Cls. AA hr. $600, 
min. $120, ID $60. W. H. Linebaugh, v.p. & 

g.m.; J. T. McCloud. sls. m. 

treatin, WBIR-TV (10) 1513 Hutchison Ave. 
221,583 b&w Sce: sta. *c. Cls. A hr. $600, min. 
$120, ID $60. John P. Hart, p., g.m. & nat. 
sis.m. R. S. Quinn, loc. sls. m. 

Knoxville, WTVK (26) Sharp’s Ridge Memorial 
Park Rd. 168,465 b&w Sce: sta. 200 c. Cls. AA 
hr. $300, min. $60, ID $30. John A. Engel- 
brecht, p. & g.m.; Charles Palmisano, sls, m. 

Memphis, WHBQ-TV (13) 1381 ae Ave. 
515,081 b&w Sce: sta. Cls. A hr. $800, min. 
$175. ID $88. W. H. Grumbles, g.m.; George 
H. Morris, loc. sls. m.; F. Nevin, sls. m. 

Memphis, WMCT (5) Goodwyn Institute Bldg. 
518,162 b&w Sce: sta. 855 c. Cls. AA hr. $900, 
min. $200, ID $100. H. W. Slavick g.m.; Earl 
Moreland, st. m. 

Memphis, WREC-TV (3) Hotel Peabody Bldg. 
Cls. A hr. $750, min. $150, Hoyt B. Wooten, 
g-m.:; Charles Brakefield, ¢.m 

Nashville, WLAC-TV (5) 159 4th +, N. 401,000 
b&w Sce: sta. 500 c. Cls. AA hr. $825, min. 
$175, ID $83. T. B. Baker Jr., exec. v.p. & 
g-m.; Robert M. Revschle, ¢g sls m. 

Nashville, WSIX-TV (8) Nashville Trust Bldg. 
380,000 b&w Sce: sta. Cis. A hr. $575, min. 
ae ID — Louis R. Draughon, p.; E 
‘anne 

Nashville, WSM-TV (4) 301 7th Ave. N. 300,411 

w Sce: sta. 459 c. Cls. A hr. $825, min. $165 
ID "375. John H. DeWitt, Jr. p.; H. Bramham, 
¢.m. 


TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 Col- 
lege Ave., Lubbock. 65,108 b&w Sce: sta. Cls. 


A hr. sass, a. 4.3305 ID —. Dan Gattnte, st. 


m.; E. A * Hassett, nat. sls. 

Abilene, KRBC-TV (9) 4510 ‘S. lath, 59,222 
b&w. Sce: sta. Cls. A hr. $225, min. $40, 
- Mae Geo. C. Breeding Jr., st. m.; Bill Fox, 


Amarillo, KFDA-TV (10) Box 1400. 118,255 
b&w Sce: a. Cls. A &. $340, min. $70, ID 
$35. Ed Moo =, ne Lewis, sls.m. 

Amarillo, KGNC-TV (a 2000 N. Polk St. 100,900 
b&w Sce: sta. 409 c. Cls. A hr. $340 AA min. 
$85, AA ID $42.50. Bob Watson, st. m.; Bill 
Clarke, adv. m. 

‘Amarillo, KVII-TV (7) Dec. 1957 

Austin, KTBC-TV (7) Box 717. 192,288 b&w 
Sce: sta. 65 c. Cls. AA hr. $525, min. $105, ID 
$57.50. J. C. Kellam, g.m.; O. P. “Bob” Bob- 
bitt, g. sls. m. 

Beaumont, KFDM-TV (6) 1420 Calder Ave. 149,- 
106 b&w Sce: Nielsen & sta. £0 c. Cls. A hr. 
$350 min. $80. ID $48. Mott M. Johnson, 
opertns. m. & c. m.; David Russell, loc. sls. m. 

Big Spring, KEDY-TV (4) 7400 College Ave., 
Lubbock. 62,496 b&w Sce. sta. Cls. A hr. 
= min. $30, ID $15. Wm. J. Wallace, st. 

E. uzz” Hassett, nat. sis. m. 

ae, KBTX-TV (3) Harry pas st. m. 
Partial satellite of KWTX-TV Wac 

Corpus Christi, KRIS-TV (6) P.O. “Box 840. 
99,152 b&w Sce: ARB. 250 c. Cls. A hr. $300, 
min. $75. ID $37.50. ™ — Smith, p.; 
W. M. Eikner, v.p. che. 

Corpus Christi, KSIX-TV (io) Show Room Bldg. 
108,000 b&w Sce: ARB & sta. Cls. A hr. $300, 
min. $75, ID $37.50. Vann M. Kennedy, p. & 
g.m; Raymond Dorsey, c.m. 

Corpus Christi, KVDO- TV (22) 409 S. Staples 
St., Box. 2223. 50,000 b&w Sce: sta. Cls. A 
hr. $60, min. $30. Hubert Schmidt, p. & g.m.; 
Ron Dexter, sls. 

Dallas, KRLD-TV (a) Herald Sq. 602,525 b&w 
Sce: ARF & sta. 2,000 c. Cls. AA hr. $1,000, 
= — ID $175. Roy Fiynn, m.; Gene 


Cun 

Dallas. 'WFAA-TV (18) 3000 ane Hines Blvd. 
590,000 b&w Sce: sta. 1,000 c. Cls. A hr. 
$1,000, min. $250, ID $125. Alex Keese, d.; 
Dick Drummy, e.m. 

El Paso, KELP-TV (13) 4530 Delta St. 97,153 
b&w Sce: sta. 50 c. Cls. A hr. $450, min. $90, 
ID $30. Edward Winton. g. m.; Irv Prell, sls. 


™m. 

El Paso, KROD-TV (4) 2201 Wyoming. 110,322 
b&w Sce: sta. 50 e. Cls. A hr. $4.50, min. $90, 
ID $45. Val Lawrence, v.p. & g.m.; Dick Watts, 
g. sis. m. 

El Paso, KTSM-TV (9) 801 N. Oregon St. 103,- 
194 b&w Sce: El Paso Electric Co. sta. 165 ¢ 
Cls. A hr. $325, min. $65, ID $32.50. Karl O. 
Wyler, o. & m.; Roy T. Chapman, v.p. & c.m. 

Ft. Worth, KFJZ-TV (11) 4801 W. Freeway. 
595,023 b&w Sce: SRDS. Cis. A hr. $1,000, min. 
$225. ID $80. Gene L. Cagle, p. & g.m.; Joe 
Evans. nat. sls. m. 

Ft. Worth, WBAP-TV (5) 3900 Barnett. 610,000 
b&w Sce: sta. 1,500 c. Cls. AA hr. $1,000, min. 
$225, ID $100. George Cranston, m.; Roy 
Bacus, ¢.m. " 

Galveston-Houston, KGUL-TV (11) 11 Video 
Lane, Galveston. 561,050 b&w Sce: sta. 1.500 
ce. Cls. AA hr. $1,200, min. $250, ID $140. Paul 
E. Taft, p. & ¢.m.; Robert S. Wilson, g. sls. m. 

Harlingen, KGBT-TV (4) Box 711. 72,404 b&w 
Sce: sta. Cls. A hr. $300, min. $60 ID $35. 
Troy McDaniel, g.m.; Sterling Zimmerman, 
nat. rgnl. sls. m. 

Houston, KGUL-TV (see Galveston) 

Houston, KPRC-TV (2) 3014 S. Post Oak Rd. 
535,000 b&w Sce: sta. 1,000 c. Cls. AA hr. 
$1, 100, min. $250, ID $150. Jack Harris, v. p. & 
g.m.; Jack McGrew, st. m. ¢.m. 

Houston, KTRK-TV (13) 4513 Cullen Blvd. 523,- 
000 b&w Sce: sta. *ce. Cls. A hr. $1,000, min. 
$220, ID $132. Willard F. Walbridge, v.p. & 
g.m.; Bill Bennett, c.m. 

Laredo, KHAD-TV (8) 820 Convent Ave. 14,000 
b&w Sce: sta. Cls. A hr. $187.50, min. $37.50, 
ID $18.75. Cleo E. Long, st. m.; John Snyder, 
¢.m. 

Laredo, KLTV (See Tyler) 

Lubbock, KCBD-TV (11) P. O. Box 1507, 5600 
Ave. A. 138,549 b&w Sce: sta. 400 c. Cls. A 
hr. $350, min. $60, ID $30. Robert L. Snyder, 
sec.-treas.; George L. Tarter, v.p. 

Lubbock, KDUB-TV (13) 7400 College Ave. 
144,758 b&w Sce: sta. 500 c. Cls. A hr. $350, 
min. $70, ID $35. W. D. “Dub” Rogers, p.; 
E. A. “Buzz” Hassett, nat. sls. m. 

Lufkin, KTRE-TV (9) 114% N. First St. 64,718 
b&w Sce: Nielsen & sta. Cls. A hr. $225, min. 
$45, ID $22. Richman Lewin, v.p. & g.m. 
Murphy Martin, sls. m. 

Midland, KMID-TV (2) Box 2758. 74,000 b&w 
Sce: sta. 20 c. Cls. A hr. $250, min. $50, ID 
$30. Ray Herndon, g.m.; George Collie, ¢.m. 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 126,620 
b&w Sce: sta. Cls. A hr. $300, min. $60, ID 
$35. John Vacca, st. m.; Ed Costello, sls. m. 

Port Arthur, KPAC-TV Nov. "57 

San Angelo, KCTV (8) Box 1941, 44,662 b&w 
Sce: RETMA & sta. Cis. A hr. $200, min. $30, 
ID $16.50. J. H. Hubbard, pin & sls. m. 

San Antonio, KCOR-TV (41) 111 Martinez St. 
85,000 b&w Sce: sta. Cls. A hr. $200, min. 
$35, ID $20. Nathan Safir, v.p. & g.m. 
Ben Tamborello, sls. m. 

San Antonio, KENS-TV (5) Ave. E & 4th St. 
374,827 b&w Sce: sta. 599 ¢ Cls. A hr. $700, 
min. $120. ID $60. Albert D. Johnson, g.m.; 




















Wayne Kearl, c.m. 

San Antonio, KONO-TV (12) 1408 N. Saint 
Mary’s St. 360,000 b&w Sce: sta. 400 c. Cis. 
A hr. $560, — $140, ID wr foes 
Brown, v.p. & ¢. Roth, 

San Antonio, WOAL-TV (4) 1031 ‘Navarre St. 
374,827 b&w Sce: sta. 599 c. Cls. A hr. $700, 
min. $175, > $105. James M. Gaines, p. 


g.m.; Ed . Cheviot, c. m. 
Sweetwater, KPAR-TV (see Abilene-Sweetwater) 
Temple-Waco, KCEN-TV (6) 17 S. 3rd St., 

Temple. 171,550 b&w Sce: RETMA. 175 
Cis. A hr. some, _ $70, 7 — 
Lewis, st. m.; m Bishop, 

Texarkana, K KcMC.TV (6) Summerhill Rd. 130,- 
000 b&w Sce: Nielsen, Pulse & sta. 250 c. Cls. 
A hr. oo min. $60, ID $30. Walter M. 
Windsor, g.m., Richard M. Peters, 

Tyler, KL’ “@) Box 957, Kilgore Ra. Tio, 000 
b&w Sce: ARF & RETMA. 250 c. Cis. A hr. 
$300, min. $60, ID $35. Marshall” H. Pengra, 
g.m.; John Lenox, c.m. 

Waco, KCFN-TV (see Temple) 

Waco, KWTX-TV (10) 4520 Bosque Blvd. 139,610 
b&w Sce: RETMA 50 c. Cls. A hr. $300, min. 
$60, ID $30. M. N. Bostick, v.p. & g.m.; John 
M. Brinegar, sls.m.; Boland, nat. & rgnl. ¢.m. 

Weslaco. KRGV-TV (5) 311 Missouri Ave. 84,875 
b&w Sce: sta. Cls. AA hr. $300, min. $50. ID 
$30. O. L. Taylor, p. & g.m.; Kenneth E. 


Markel, nat. & rgni. c.m. 
Wichita ‘Falls, KFDX-TV (3) Box 2040 125,- 
000 b&w Sce: Nielsen & sta. 600 c. Cls. A 

; Bob 


a = Ege $70, 
Walker g. sls. m. 


&g 
Wickita: Fails, KSYD-TV (6) Box 2130. 136,200 
b&w Sce: sta. 592 c. Cls. A hr. $350, min. $70, 
ID $42, Syd Grayson, p. & g.m.; Thomas R. 
Sugars, nat. sls. m. & traf. d. 


UTAH 
Salt Lake City, KSL-TV (5) 145 Social Hall Ave. 
215,000 b&w Sce: Pulse & sta. 400 c. Cls. A 
hr. $600 min. $150, ID $75. D. Lennox Mur- 
doch, v.p. & m; Edward B. “Ted” Kimball, 


g-sls.m. 

Salt Lake City, KTVT (4) 130 Social Hall Ave. 

a b&w Sce: Pulse & sta. 3,000 c. Cls. A 
="; $700, min. $180, ID $90. G. Bennett Larson, 
& g.m.; Harold Woolley, tv sls. m. 

Salt te City, KUTV (2) 179 ~— Hall Ave. 
200,784 b&w Sce: sta. Cls. hr. $600, min. 
$135, ID $60. Brent Kirk, at m. & g. sls. m.; 
Robert Smitn, nat. sis. m. 


VERMONT 
Burlington, WCAX-TV (3) 50 Barrett «+ 150,000 
b&w Sce: Nielsen & sta. Cls. AA $450 
min. $90, ID $45. Stuart T. horton” v.p. & 
g. m.; John A. Dobson, sls. m. 


VIRGINIA 


Bristol, WCYB-TV (5) Cumberland St. 368,870 
b&w Sce: Nielsen & sta. 200 c. Cls. A hr. 
$300, min. $60, ID $30. Robert H. Smith, p. & 
g-m.; J. Fey Rogers, v.p. & sls.m. 

Hampton, WVEC-TV (see Norfolk) 

Harrisonburg, WSVA-TV (3) Rawley Pike. 139,- 
617 b&w Sce: Nielsen & RETMA. Cis. A hr. 
= min. $40, ID $20. Hamilton Shes, p. & 

; R. H. “Dick” Johnson, g. sls. 

Londen, WLVA-TV (13) Box 238, 925 Church 
St. 308,675 b&w Sce: sta. Cls. A hr. $300, 
min. $60, ID $30. ae P. Allen, v.p. & g.m.; 


Thomas L. Turn 

Norfolk, WTAR-TV’ Gy 720 Boush St. 416,000 
b&w Sce: sta. 500 c. Cls. AA hr. $875, min. 
goes, ID $100. nage Cage Arnoux, p. & g.m.; 


Norfolk-Hampton, WVEC-TV “is) 812 W. 21st 
St., Norfolk. 193,830 b&w = ARB 500 c. Cls. 
AA hr. $350, min. $70, ID $35. Thomas P. 
Chisman, p. g-m.; Harrol A. Brauer Jr., 
v.p. & sls. d. 

Petersburg, WXEX-TV (8) 124 W. Tabb St. 
425,000 b&w Sce: sta. 200 c. Cls. A hr. $700, 
min. $110. Irvin G. Abeloff, v.p., mng. - & 
nat. sls. m.: George R. Oliviere, joc. sis. 

Portsmouth, WTOV-TV on 1305 Giente | St. 
Hr. $124.65, min. $17. A. V. Bamford, g.m.; 
Winston Bright, ¢.m. 

Portsmouth WAVY-TV (10) 801 Middle St. Cls. 


A hr. $650, min. $130, ID $65. Carl J. Burk- 
land, exec. v.p. & g.m.; Gene Gaudette, g. 
sls. m. 

Richmond, WRVA-TV (12) 5221 Midlothian 
Pike. *c. Cls. A hr. $700, min. $140, ID $70 
arron Howard, v.p. & g-m.; James D. 
Clark Jr., sl 


= 
(6) 3301 W. Broad St. P.O. 

Box 5229. 503, 317 b&w Sce: ARF. 433 c. Cis. 
A hr. $875, min. $140, ID $70. Wilbur M. 
Havens, g.m. & c.m.; Walter A. Bowry Jr., 
asst. g.m. & asst. c.m. 

Roanoke, WDBJ-TV, (7) Times Bldg.—201 W. 
Campbell Ave. (Box 150) $41,280 b&w Sce: 
Nielsen & RETMA 250 c. Cls. A hr. $450, 
min. $100, ID $°0. Ray P. Jordan, v.p. & mng. 
d.; Blake Brown. tv sls. m. 

Roanoke. WSLS-TV (10) Church & Third St. 
SW. 346,000 b&w Sce: Nielsen & sta. 1,000 ce. 
Cls. A hr. $500, min. $100, ID $50. James H. 
Moore, exec. v.p.; Horace S. Fitzpatrick, asst. 
m. & c.m. 


WASHINGTON 
Bellingham, KVOS-TV (12) 1115 Ellis St. 337,- 





Andrew J. Murtha has been named 
business manager of WFBM-TV-AM 
Indianapolis, by Twin State Broadcast- 
ing, a subsidiary of Time Inc. Twin 
State also owns WTCN-Tv-AM Minne- 
apolis. Mr. Murtha has been associated 
with Twin State as assistant secretary 
and assistant treasurer with offices in 


New York City. 


361 b&w Sce: RETMA & sta. Cls. A hr. 
$550. min. $137.50, ID =. Dave Mintz, g. m. 


Elsethagen, sls. 

Ephrata, KBAS-TV’ (43) James. Schroeder, sls. m. 
Satellite of KIMA-TV Yak 

Pasco KEPR-TV sg Box 766. "85, 600 b&w Sce: 
sta. 15 c. Cls. hr. $250 , min. $50, ID $30. 
Monte L. Ski g.m.; Walt Coleman, loc. sls. 
m. Satellite of KIMA-TV Yakima. 

Seattle-Tacoma, KING-TV (5) 320 Aurora Ave., 
N. Seattle. 584,000 b&w Sce: U. of Washing- 
ton. 1,267 ce. Cls. A hr. $1,100, min. $225, ID 
$115. Otto P. Brandt, v.p. & g.m; A. P. 
Hunter, c. m. 

Seattle-Tacoma, KOMO-TV (4) 100 4th Ave. N., 
Seattle 584000 b&w Sce: U. of Washington. 
1,267 ¢. Cls. A hr. $1,125, min. $230, ID $115. 
W. W. Warren, exec. v.p. & g.m.; Bill Hub- 
bach, g. sls. m. 

Seattle-Tacoma KTNT-TV (See Tacoma-Seattle) 

Seattle-Tacoma KTVW (13) 230 8th Ave. N 
Seattle. 576,000 b&w Sce: sta. Cls. A hr. 
$600, min. $125, ID $65. J. Elroy McCaw, o. 
James J. Hawkins g.m. & sls. m. 

Spokane, KHQ-TV (6) 700 Radio Central Bldg. 
226,223 b&w Sce: sta. 250 c. Cls. A hr. $550. 
min. $137. 50. ID $68.75. Richard O. Dunning, 
p. & g.m.; Birney Blair, ¢.m. 

Spokane, KREM-TV (2) 4103 S. Regal. 236,000 
b&w Sce: sta. Cls. A hr. $600, min. $120, ID 
$60. Robert H. Temple, m. 

Spokane, KXLY-TV (4) 315 W. Sprague. 228,048 
b&w Sce: Inland Empire Electrical League 
& sta. 3,000 Cls. A hr. $600 min. $130, ID $65. 
Richard E. & aaaes v.p. & g.m.; James Agos- 
tino, sls. 

Tacoma-Seattle, KTNT-TV { llth & Grant. 
584,000 b&w Sce: sta. 1,267 ¢. Cls. A hr. 
$900, min. $205, ID $102.50. Larry Carino, 
m. & sls. d. 

Tacoma-Seattle, KTVW (see Seattle-Tacoma) 

Yakima-Pasco, KIMA-TV (29) Radio & Tele- 
vision Center, Box 702. Yakima 110,000 b&w 
Sce: sta. 50c. Cls. A hr. $500, min. $100, ID 
eee. Thomas C. Bostic, v.p. & g.m.; H. R. Cary, 
sls. m. 


WEST VIRGINIA 
Bluefield, WHIS-TV (6) Municipal be 130,678 
w Sce: Nielsen A hr. 
$240. _ $60, ID $30. John Cc. oe S m. 


sls. 

Canteen ' WCHS-TV (8) 1111 Virginia St. E. 
403,000 b&w Sce: sta. 20,000 c. Cls. A hr. $650, 
min. $175, ID $87.50. John T. Gelder Jr., 
v.p. & g.m.; 8 \ Sinclair Jr., sls. m. 

Charleston, WHTN-TV (see Huntington). 

Charleston, WSAZ-TV (oes tage 

Clarksburg WBOY-TV (12) Nov. 1957 

Fairment, WJPB-TV (35) pounteast couse, 400 
Quincy St. 33,660 b&w Sce: sta. 987 Cls. 
A hr. $150, min. $30, ID $20 Numa "hokes 

itchlow, v.p. ¢.m. 

(see Charleston) 

Huntington. WHTN-TV (13) Radio & Television 
Arena, 625 4th Ave. 434,000 b&w Sce: sta. 
20 c. Cls. A hr. $600, min. $130 ID $65. Robert 
> —— v.p. & g.m.: . Myers, nat. 


mentieaien, WSAZ-TV (3) ag Ninth St. 596,800 
b&w Sce: sta. Cls. AA hr. $1,000 min. $190 
ID $80. Lawrence H. Rogers, p. & 

C. Tom Garten, ¢.m. 


g.m.; 


Oak Hill-Beckley, WOAY-TV (4) Box 251, Oak 
Hill. 357,230 b&w Sce: sta. Cls. A hr. $200, 
min. $40, ID $20. Robert ~ Thomas Jr., o. & 
g-m.; Vic. Ludington, sls. 

Pa: = WTAP (15) 121. W. 7th St. 58,162 

b&w Sce: sta. Cls. A hr. $150, —_, $25, ID 
$12.50. Milton Komito, st. m. & s 

Wheeling, WTRF-TV (7) Ogden ‘Blas "$38,300 
b&w Sce: sta. 1,000 c. Cls. A hr. $500 min. 

er ID $50. Robert W. Ferguson, exec. v.p. 


& g.m.; H. Needham Smith, sis. m. 
WISCONSIN 
Eau Clair, WEAU-TV (13) 2415 S. Hastings 


Way. 135,000 b&w Sce: Nielsen. 100 c. Cis. A 
hr. $300, min. $60, ID $30. Leo Howard, g.m.; 
Wayne F. McNulty, asst. m 
— Bay, WBAY-TV (2) 

0,000 b&w Sce: sta. Cis. 
$0. ID $40. + R. 
C. Nelson, sls. 

reen Bay, WFRV. -TV (5) Mason & Roosevelt 
Sts. 368,327 b&w Sce: sta. Cls. A hr. $400, 
min. $80, ID $40. Soren H. Munkhof, exec. 
v.p. & g.m.; Jack Gennaro, loc. sls. m. 

Green Bay WMBV-TYV (see Marinette) 

La Crosse, WKBT (8) 141 S. Sixth St. 151,500 
b&w Sce: CBS Cls. AA hr. $360, min. $72, 
ID $36. aay Dahl_ p. & g.m.; Robert Mor- 
rison, sls. 

es, * WisC- TV (3) 114 N. Carroll. 325,000 
b&w 1,000 c. Cls. AA hr. $550, min. 
$110, D $55. Ralph or Connne, sec. & g.m.; 
Richard Knickeson, sls. 

WKOW-TV (27) 


“115. S. Jefferson. 
A hr. $400, min. 
Evans, g.m.; Robert 


Madison, 215 W. Washington 
Ave. 131,250 b&w Sce: sta. *c. Cis. A hr. 
$250, min. $50, » $25. om F. Hovel, g.m. 


bert mer, loc. sis. 
Madison, WMTV (33) W. Beltline Hwy. 148,000 
béw Sce; sta. 300 c. Cls. A hr. $280, min. $56, 


ID $28. o— ‘. Bartell, p.; Peter P. 
Theg. g.m. & sls 
Marinette-Green ay “WMBV-TV (11) Radio- 
Television Park, Wells St., Marinette. 211,440 
w Sce: sta. Cls. A hr. $300, min. $60, ID 
$30. Joseph D. Mackin, g.m.; William R. 


Walker, tv m. 

Milwaukee, WISN-TV (12) 759 N. 19 St 
694,500 b&w Sce: sta. Cls. A hr. $1,000 
min. $200, ID $100. John B. Soell, d. & st. m. 
Richard E. Shireman, loc. sls. m. 

Milwaukee, WITI-TV (6) 212 W. Wisconsin 
Ave. 701,494 b&w Sce: sta. 4,000 c. Cls. A 
hr. $600, min. =eae, ID $55. Dean McCarthy, 
- to > & pgm. d.; J. G. “Sandy” Sandison, 


sls. 
~ a Sy “WTMJ-TV (4) Radio City 720 E. 
Capitol Dr. 781,222 b&w Sce: sta. 220 c. Cls. 
A hr. $1,150, ID $100. Walter J. Damm, g.m.; 
Neale V. Bakke. sls. m. 


Milwaukee, WXIX (19) 5445 N. 27th St. 320,900 
b&w : Nielsen & sta. 1,500 c. Cls. AA hr. 
$800, min. $150, ID $62.50. Edmund C. Bunker, 
g.m. Richard P. Hogue, g. sls. m. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior WDSM-TV (see Duluth, Minn.) 

Wausau, WSAU-TV (7) 714 Fifth St. 116,000 


b&w Sce: sta. Cls. AA hr. $350, min. $70, ID 
$35. Richard D. Dudley, gm. & c.m. 


WYOMING 


Casper, KTWO-TV (2) 355 N. Beverly Dr., 
Beverly Hills, Calif. 6,000 b&w Sce: sta. C. 
Van Haaften, z.m.: Pete Bennet, sls. m. 

Casper KSPR-TV (6) 3900 E. Second St., Box 
930. Hr. $120, min. $26, ID $12.50. Donald L. 
Hathaway, g.m.; Richard B. Frech, loc. ¢.m. 

Cheyenne, KFBC-TV (5) 2923 E. Lincolnway. 
49,000 b&w Sce: sta. *c. Cle. A hr. $175, min. 
$35, ID - 9 Wm. C. Grove, g.m.; Charles 
P. Cahil 

(9) Nov. 


Sheridan, KTWX. TV 1, 1957 


ALASKA 


Anchorage, KENI-TV (2) Box 1160, Fourth Ave. 
Theatre Bldg. 25,000 b&w Sce: sta. Cls. A hr. 
$150, min. $30, ID $15. Alvin A. Bramstedt, 
g.m.; William Stewart sls. m. 

Anchorage, KTVA (11) Mt. McKinley Bldg., 4th 
& Denali St. 26,000 b&w Sce: sta. Cls. A hr. 
_ min. $30, ID $15. A. G. Hiebert, p. & 

Claire O. Banks, ¢.m. 

Fairbanks KFAR-TV (2) Box 910. 10,000 b&w 
See: . Cls. A hr. $150, min. $30, ID $15. 
Donald G. Andon, st. m.; Jack Barnhart, c.m. 

Fairbanks KTVF (11) 3rd Ave. & Lacey Sts. 
10,500 b&w Sce: sta. Cls. A hr. $135 min. $27, 
ID $13.50. Walt Welch, m.; John Griffin, ¢.m. 

Juneau, KINY-TV (8) 231 S. Franklin. 2,250 
b&w Sce: sta. Hr. $60, min. $12, ID $7.20. 
Jerry McKinley, st. m.; Vern Metcalf, loc. 


sls. m. 
HAWAII 
Hilo, KHBC-TV (9) Satellite of KGMB-TV 
Honolulu. 
Honolulu, KGMB-TV (9) 1534 Kapiolani Blvd. 


RETMA & sta. Cis. A hr. 
ID $37.50. Melvin B. Wright, 


116,000 b&w Sce: 
$350, min. $75, 


_ m. & nat. sis. m.; C. C. Crockett, g. 
sls. m. 
Honolulu, KONA-TV (2) 206 Koula. 107,000 b&w 


Sce: sta. Cls. A film hr. $350. min. $75. ID 
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$37.50. John D. austen, p. & g.m.; Jim 
Spencer, nat. sls. 

Honolulu, KULA-TV. (4) 1290 Ala Moana 
Blvd. 94,684 b&w Sce; sta. Cls. A hr. $300, 
_ $50, ID $25. Jack Burnett, exec. v.p. & 

Art Sprinkle, sls. m. 

Honolulu, KHVH-TV (13) 1924 Broadway, Oak- 
land 

Wailuku, KMAU (3) Satellite of KGMB-TV 
Honolulu. 

Wailuku, Maui, KMVI-TV (12) Satellite of 
KONA-TV Honolulu. 


GUAM 


Agana, KUAM-TV (8) Box 68. Hr. $120, min. 
$24, ID $12. Harry M. Engel Jr., p. & g.m. 


PUERTO RICO 
Mayaguez, WORA-TV (5) Box 43, Darlington 
Bldg. 129, 345 b&w Sce: sta. Cls. A hr. $150, 
min. $26, ID $11. Alfredo R. de Arellano Jr., 
p. & g.m.; Reinaldo M. Dupont, asst. m. & 


¢.m. 

Ponce, WSUR-TV (9) Nov. 1957. 

San Juan, WAPA-TV (4) WAPA Blidg., Box 
2050, 357 Ponce de Leon Ave. 160,000 b&w 
Sce: sta. Cls. A hr. $250 min. $55, ID $22. 
David H. teen: g.m.; Carlos Rivera Gon- 
ales, sls. 

San Juan, WIPR- TV (6)) Nov. 1957 

San Juan, WKAQ-TV (2) Box 1072, a 8, 
yy ge = Tierra, 129,345 b&w Sce: sta Cls. 

hr. $300, min. $65, ID $32. Delfin Fernandez, 
Suns Oscar Reinosa, sls. m. 





Wall St. (Continued from page 61) 


men with parts for tv sets, and if the 
silicon rectifiers gain acceptance at the 
manufacturing level it won’t be long 
before they enter the parts-replacement 
market on a large scale. Just how much 
potential volume and profit there are 
in this field is difficult to estimate at 
this stage. But they must be substan- 
tial; Loeb Rhoades doesn’t place an 
investment of $800,000 or more with- 
out sharp and careful analysis of 
growth possibilities. And, to add 
weight to the project, it should be 
pointed out that DuPont is the big pro- 
ducer of silicon, and it too has con- 
fidence in the future of the metal. 

In preparation for this silicon di- 
versification program, Audio acquired 
25,000 square feet in Los Angeles. 
This move, coupled with the renting 
of 18,000 square feet of space in New 
Haven, indicates the rate of growth the 
management is preparing to handle 
in the next three to five years. 

It’s interesting to note that, apart 
from the placement of 100,000 shares 
by Loeb Rhoades, there have been no 
offerings of Audio common stock fol- 
lowing the initial 60,000 shares in 
1938. Since then, the stock has been 
split nine-for-one and again ten-for- 
one to bring the total to the present 
650,000. 

Moreover, 50 per cent of the out- 
standing shares are owned by the “ 
siders,” including William C. Speed, 
president; Bryce Haynes, vice presi- 


dent, and C. J. Lebel, vice president. 
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Stock High-Low Last 
1957 Quote* 
New York 
Stock Exchange 
ABC 24%- 165% 17% 
ADMIRAL 14%. 9 9% 
A 2 & T. 179% -168 16844 
AVcO 7%- 5% 5% 
cBs (a) 36%- 25% 28% 
EMERSON 6%- 5% 5% 
GENERAL ELECTRIC 723%- 52% 605, 
HOFFMAN 25%- 17% 2056 
MAGNAVOX 44 - 34 3614 
MOTOROLA 51%- 35% 44 
PHILCO 18%. 14 14 
RCA 40 - 315% 32 
RAYTHEON 23%- 16% 20 
STEWART-WARNER 415¢- 31% 3456 
STORER 29%4- 22 22% 
SYLVANIA 46%4- 34 345¢ 
WESTINGHOUSE 685¢- 5236 601% 
ZENITH 126%4- 91% 116 
American Stock Exchange 
A.A.P. 11%- 8% 8% 
DUMONT LABS 6%- 4% 4% 
GUILD FILMS 45%- 2% 3 
HAZELTINE 44%4- 29% 354% 
NATIONAL TELEFILM 9%4- 7 7% 
SKIATRON 9 - 3% 7% 
Over-the-Counter Stocks 
Bid Asked? 
AMPEX 52% -52% 
CONSOLIDATED TV 1914-19% 
GROSS TELECASTING 2036-20 


OFFICIAL FILMS 1%- 1% 


*As of the close, Sept. 26, 1957. 
TAs of Sept. 26, 1957. 











Film (Continued from page 50) 
best films and the craftsmen respon- 
sible for them. 


NEW RECORDING FIRM 

A new firm specializing in recordings 
for advertising, radio, television and 
film industries has been formed by 
Morton Schwartz, president. It will be 
known as Sound Recording, Inc., and 
will be located at 550 Fifth Ave., New 
York. Mr. Schwartz has been active 
in the field as sound mixer and music 
arranger. Jacques L. Feinsod has been 
named sales manager. 


TPA’S COAST PRODUCTION 
Television Programs of America, 
Inc., New York, has centralized pro- 
duction of commercials at its 
west-coast facilities, according to an 
announcement by Milton A. Gordon, 
president. For more than a year, TPA 
has produced commercials for clients 
in New York, renting out facilities as 
needed. This activity was handled by 
Wally Gould, who is no longer with 
the company. Leon Fromkess, vice 
president for production, will be in 
charge of the commercial business in 


Hollywood. 
GARRETT ON TPT BOARD 
Paul Garrett, pioneer public-rela- 


tions practitioner and onetime vice 
president in charge of public relations 


for General Motors Corp., has been 
elected to the board of directors of 
TelePrompTer Corp: Mr. Garrett re- 
signed his position with GM last 
December to establish his own office 


in New York. 


VAN PRAAG UPS GARGAN 

William Gargan Jr., sales manager 
of the west-coast office of Van Praag 
Productions, has been appointed na- 
tional sales manager of the firm’s 
New York office. Before joining Van 
Praag, Mr. Gargan was head of the 
western division of TelePrompTer. 
Before that he held various posts in 
New York and Hollywood, including 
six years with NBC in the east. 


ROSE NAMED A KLING V. P. 

Hilly Rose, creative director of 
Kling Film Productions, Chicago, has 
been elected a vice president. In 
making the announcement, Harry 
Lange, executive vice president, also 
stated that Jack Trindl had been named 
creative coordinator. 

Mr. Rose, a 14-year veteran in radio, 
television and film, joined the Kling 
creative staff in 1954 and was named 
director in 1956. 


NEW WILDING DEPARTMENT 

A new creative marketing-services 
department has been set up by Wilding 
Picture Productions, Inc., Chicago, it 
has been announced by C. H. Bradfield 
Jr., president. The new department, 
which is managed 
by Leon A. 
Kreger, will work 
closely with the 
general sales de- 
partment and will 
develop training, 
sales promotion 
and merchandis- 
ing programs for 
Wilding 
on a national basis. Mr. Kreger has 
been with Wilding since 1948, serving 
as a writer and merchandising special- 
ist. 





clients 


Commercial Sales 


ACADEMY PICTURES, INC. 


Completed: Procter & Gamble Co. (Prell 
shampoo), B&B; Shell Oil Co. (gasoline), 


JWT; Duffy-Mott Co. (Mott’s applesauce), 


Y&R; Esso Imperial, Canada (gasoline), 
MacLaren; National Biscuit Co. (Fig New- 














tons), McCann-Erickson; Wise Potato Chip 
Co. (potato chips), Lynn; Kingston Cake 
Co. (Blue Ribbon cupcakes), Lynn; Nation- 
al Biscuit Co. (chocolate grahams), Mc- 
Cann-Erickson; U.S. Navy (Beach Intel- 
ligence), direct. 

In Production: Procter & Gamble Co. 
(Prell shampoo), B&B; Shell Oil Co. (gas- 
oline), JWT; Duffy-Mott Co. (Mott’s ap- 
plesauce), Y&R; Andrew Jergens Co. 
(hand lotion), F&S&R; Holsum United 
Bakery Program (bread), W. E. Long; 
Scott Paper Co. (show opening), JWT; 
Libbey-Owens-Ford Glass Co. (plate glass), 
F&S&R; Gulf Oil Corp. (gasoline), Y&R; 
Schick, Inc. (show opening), B&B; Centaur- 
Caldwell Div. Sterling Drug, Inc. (Fletcher's 
Castoria), Carl S. Brown; Mangels Herold 
Co. (Kings starch), H. W. Buddemeier; 
Thomas J. Lipton, Inc. (Lipton tea), Y&R; 
General Mills, Inc. (Cheerios), D-F-S. 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (Esso 
dealer service), McCann-Erickson; West- 
inghouse Electric Corp., McCann-Erickson. 
In Production: Pharmaco, Inc. (Medigum, 
Chooz), DCS&S. ‘ 


SHAMUS CULHANE 
PRODUCTIONS, INC. 


Completed: Colgate-Palmolive Co. (Vel 
beauty bar soap), Carl S. Brown; Paper 
Mate Co., Inc. (pens), FC&B; P. Ballan- 
tine & Sons, (beer), Esty; National Bis- 
cuit Co. (Premium Saltines), McCann- 
Erickson; Holsum United Bakery Program 
(bread), W. Long; CBS (Playhouse 
90 title restaging), direct. 

In Production: Miles Laboratories, Inc. 
(1-A-Day Vitamin & Alka-Seltzer), Wade; 
Alberto-Culver Co. (Vo-5 Rinse Away), 
Wade; Aluminum Co. of America (Alcoa 
label), F&S&R; Scott Paper Co. (Scotties 
& Towels), JWT; Pharmaco, Inc. (Feen- 
a-mint & Chooz), DCS&S; Konomark Mfg. 
Co. (Esquire shoe polishes), Mogul; Car- 
ling Brewing Co., Inc. (Red Cap ale), 
McKim; General Motors Corp. (Frigidaire) , 
Kudner; U.S. Air Force (Recruiting), 
R&R; Flav-R-Straws, Inc. (Flav-R-Straws), 
R&R; Quaker Oats Co. (Sugar Puffs, Puffed 
Wheat & Rice), Wherry, Baker & Tilden; 
Radio Corp. of America (RCA picture 
tube), Lefton; Lever Bros. Co. (Lux soap), 
JWT; All-State Insurance Co., Burnett; 
Blitz-Weinhard Co. (beer), J. J. Weiner; 
Pfeiffer Brewing Co. (beer), Maxon; H. J. 
Heinz Co. of Canada (Meat Dinners & 
Fresh Pack), Mac Laren; Kimberly-Clark 
Corp. (Kleenex), FC&B. 


DYNAMIC FILMS, INC. 


In Production: Pan American 
dire -* 


ERA PRODUCTIONS, INC. 


Completed: Lyon Van & Storage Co. 
(movers), Smalley, Levitt & Smith; Fisher 
Flouring Mills Co. (Ala Wheat), Pacific 
National; Tanner Grey Lines (motor tours), 
Smalley, Levitt & Smith; Carnation Co. 
(dairy products), Erwin, Wasey; Dodge 
Div. Chrysler Corp. (Dodge cars), Grant; 
Interstate Bakeries Corp. (Blue Seal bead), 
Dan B. Miner; Nalley’s Inc. (food prod- 
ucts), Pacific National. 

In Production: Betty White Program 
(show opening), Grant; U.S. Forestry Serv- 
ice (Smokey Bear), FC&B; Regal 
Brewing Co. (beer), Heintz; Mennen Co. 
(men’s deodorant), Marschalk & Pratt; 
Zenith Radio Corp. (radios), Earle Ludgin. 


GRAY & O’REILLY 


Completed: General Cigar Co. (White Owl 
cigars), Y&R; Block Drug Co. (Rem-Rub), 


Airlines, 








A Procter & Gamble Drene shamp 
spot made by MPO. 


00 





Gumbinner; General Foods Corp. (Tang), 
Y&R; Grove Laboratories, Inc. (Fitch sham- 
poo & 4-wav cold tablets), Cohen & Ale- 
shire; Block Drug Co. (Nytol), SSC&B. 


KEITZ & HERNDON 


Completed: American Liberty Oil Co. 
(Amilico gasoline), Taylor, Norsworth; 
Southern Union Gas Co. (gas & gas ranges), 
direct; Lone Star Gas Co. (natural gas 
service gas ranges), R&R. 


In Production: Cain’s Coffee Co. (instant 


coffee), Lowe, Runkle; Mishawaka Rubber 


& Woolen Mfg. Co. 
Campbell-Mithun; Dr. 
drink), Grant. 


ROBERT LAWRENCE 
PRODUCTIONS, INC. 
Bissell 


(Red Ball 


Pepper Co. 


shoes), 
(soft 


Completed : Carpet 


(Continued on page 78) 
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Film (Continued from page 77) 


(Bissell Sweeper), Ayer; Hudson’s Bay Co. 
(Ft. Garry coffee), Cockfield, Brown; Proc- 
tor Electric Co. (electrical appliances & 
ironing accessories), Weiss & Geller; Ameri- 
can Can Co., Compton; Sweets Co. of Ameri- 
ca (Tootsie Roll), direct; O’Keefe, Inc. 
(ale), Comstock; Revlon, Inc. (Spray Mist), 
Mogul; Union Carbide & Carbon Corp. 
(Prestone), Esty; Pfeiffer Brewing Co. 
(beer), Maxon; U.S. Treasury (savings 
bonds), McCann-Erickson; Reynolds Metals 
Co. (Reynolds wrap), Clinton E. Frank; 
Kimberly-Clark Corp. (Delsey), FC&B; At- 
lantic Refining Co. (gasoline), Ayer; Lehn 
& Fink Products Corp. (Tussy), Grey. 

In Production: General Electric Co. (skil- 
lets), Y&R; Gerber Products Co. (baby 
foods), D’Arcy; Ronson Corp. (Ronson 
“66”"), Grey; Reynolds Metals Co. (Rey- 
nolds wrap), Clinton E. Frank; F. S. 
Royster Guano Co. (Royster), VanSant, 
Dugdale; North American Philips Co., Inc. 
(Norelco electric shaver), C. J. LaRoche; 
Gold Medal Candy Corp. (Bonomo Turkish 
Taffy), Mogul; Union Carbide & Carbon 
Corp. (Eveready), Esty; Lever Bros. Co. 
(Good Luck margarine), Y&R; Ideal Toy 
Corp. (toys), Grey; R. J. Reynolds Tobacco 
Co. (Winston), Esty; Oldsmobile Div. 
General Motors Corp. (Oldsmobile cars), 
D. P. Brother; Sterling Drug, Inc. (Bayer 
aspirin, Pepsamar, Bayer Nasal Spray), 
D-F-S; Goodyear Tire & Rubber Co. (all 
products), Y&R. 


JAMES A. LOVE PRODUCTIONS 


Completed: Boyle-Midway, Inc. (Wizard 
Wick, Wizard Push Button), Geyer; Alumi- 
num Co. of America (highway products), 
F&S&R; Vick Chemical Co. (VapoRub), 
Morse. 

In Production: Small Boat Handling, direct; 
U.S. Air Force (teaching by guided dis- 
cussion), direct; Raytheon Mfg. Co. (Hawk 
Report #2), direct; Vick Chemical Co. 
(cold tablets), Morse; Westinghouse Elec- 
tric Corp. (dealer spots), McCann-Erick- 
on; Pittsburgh Provisions Co. (Irish brand 
bacon), Ketchum, MacLeod & Grove. 


MPO TELEVISION FILMS, INC. 


Completed: Anheuser-Busch, Inc. (Bud- 
weiser beer), D’Arcy; Procter & Gamble 
Co. (Blue Dot Duz), Compton; Kroger 
Co. (coffee), Campbell-Mithun; Lever 
Bros. Co. (Lucky Whip), Ogilvy, Benson & 
Mather. 

In Production: Procter & Gamble Co. 
(Tide), B&B; Procter & Gamble Co. 
(Cheer), Y&R; Mentholatum Co. (Mentho- 
latum), JWT; General Motors Corp. (Frigi- 
daire), Kudner; Bulova Watch Co. 
(watches), McCann-Erickson; King Kone 
Corp. (Cheesewich), Manoff. 


FRED NILES PRODUCTIONS 


Completed: Quaker Oats Co. (Aunt Jemi- 
ma oatmeal bread), John W. Shaw; Procter 
& Gamble Co. (American Family deter- 
gent), H. W. Kastor; Lewis-Howe Co. 
(Tums), McCann-Erickson; National Presto 
Industries, Inc. (control master appliances) , 
Donahue & Coe; Montgomery Ward & Co. 
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(tv sets, aluminum doors, Christmas gifts, 
billboard), direct; Twin Pines Dairy Co. 
(milk commercials), Lucoff & Wayburn. 
In Production: Texize Chemicals, Inc. 
(household cleaner), Henderson. 


RAY PATIN PRODUCTIONS, 
INC, 


In Production: Pillsbury Mills, Inc. (Gin- 
gerbread mix), Burnett; M. J. B. Co. 
(rice), BBDO. 


PELICAN FILMS, INC. 

Completed: Wildroot Co, Inc. (cream oil), 
BBDO; American Tobacco Co. (Lucky 
Strike), BBDO; Campbell Soup Co. (soup), 
BBDO; Bristol-Myers Co. (Ammens, Mum 
Mist), DCS&S; Bon Ami Co. (Jet Bon 
Ami), R&R; H. J. Heinz Co. (vinegar), 
Maxon; Robert Hall Clothes, Frank B. 
Sawdon; Cinzano, Inc. (vermouth), Burke 
Dowling Adams; Ohio Oil Co. (Marathon 
gasoline), Ayer; Procter & Gamble Co. 
(Joy), Burnett. 

In Production: Wildroot Co., Inc. (cream 
oil), BBDO; American Tobacco Co. (Lucky 
Strike), BBDO; Campbell Soup Co. 
(soups), BBDO; Continental Baking Co., 
Inc., (Hostess Twinkies), Bates; Bristol- 
Myers Co. (Mum Mist), DCS&S; Fulham 
Bros., Inc. (Four Fisherman _fishsticks), 
oe P. Ballantine & Sons (beer), 
usty. 


DAVID PIEL, INC. 


Completed: Consolidated Cigar Corp. 
(Dutch Masters cigars), Erwin, Wasey. 
In Production: Monsanto Chemical Co. 
(plastic toys), NL&B; American Cancer 
Society (fund raising), direct; Transogram 
(games), Lester Harrison. 


HAL ROACH STUDIOS 


Completed: American Telephone & Tele- 
graph Co., Ayer; Bulova Watch Co. (watch- 
es), McCann-Erickson; Liebmann Breweries, 
Inc. (Rheingold beer), FC&B; SOS Co. 
(Tuffy), McCann-Erickson. 

In Production: American Telephone & 
Telegraph Co., Ayer; Bristol-Myers Co., 
Canada, Ronalds; Singer Sewing Machine 
Co., Canada, Ronalds; Emerson Drug Co., 
Canada, F. H. Hayhurst; Bulova Watch 
Co. (watches), McCann-Erickson; General 
Motors Corp., Kudner; Mars, Inc. (candy), 
Knox Reeves; Nestle Co., Inc. (Nescafe), 
Houston; Hudnut Sales Co. Canada 
(Beauty Curl), Hayhurst. 


SOUND MASTERS, INC. 
Completed: 
DCS&S. 
In Production: Procter & Gamble Co. 
(Crisco, Cheer, Spic & Span), Y&R; P. 
Lorillard Co. (Kent cigarettes), L&N; Bor- 
den Co. (instant coffee), DCS&S; National 
Biscuit Co. (Milk-Bone), K&E. 


SOUTHWEST FILM 
LABORATORY, INC. 


Completed: Southwestern Bell Telephone 
Co. (yellow pages), Gardner; St. Louis 
Independent Packing Co. (Mayrose meats 
& bacon), Gardner, Southern Union Gas Co. 
(gas appliances), direct. 

In Production: Oklahoma Gas & Electric 
Co. (electric service) Lowe, Runkle; Zale 
Jewelry Co. (jewelry), Sam Bloom; Metz- 
ger’s Dairies (milk), Don Sauerman; First 
National Bank of St. Louis (banking serv- 
ice), Gardner; Continental Trailways Bus 
System (transportation), Sanders Adv. 


BILL STURM STUDIOS, INC. 


Completed: Radio Corp. of America 
(Whirlpool) , K&E; Ronson Corp. (lighters) , 
NC&K; MGM (Raintree County), Donahue 


Borden Co. (instant coffee), 


& Coe; Herald Tribune (Tangle Towns), 
Donahue & Coe; Philadelphia Inquirer, 
Lefton; Glamur Products, Inc. (Easy 
Glamur), Grey; Lambert Pharmacal Co., 
Div. Lambert Co. (Listerine), Lambert & 
Feasley; Coco-Cola Co. (Coca-Cola), Me- 
Cann-Erickson, 

In Production: Niagara Mohawk Corp., 
BBDO; Association of Apple Growers (Mc- 
Intosh Apples), Hoyt; Ronson Corp. (light- 
ers), NC&K; MGM (Operation Madball), 
Donahue & Coe. 


TV GRAPHICS 


Completed: Borden Co. (milk & ice cream), 
B&B; Campbell Soup Co. (Franco-American 
spaghetti), Burnett; Aluminum Co. of Amer- 
ica (Alcoa products), F&S&R; Campbell 
Soup Co. (all products), BBDO; Vick 
Chemical Co. (Vicks cough syrup), Inter- 
national Morse. 

In Production: Maxwell House Div. Gen- 
eral Foods Corp. (coffee), B&B; Aluminum 
Co. of America (Alcoa wrap), Ketchum, 
MacLeod & Grove; B. Manischewitz Co. 
(wine), Gumbinner; Libbey-Owens-Ford 
Glass Co. (safety plate glass), F&S&R. 


UPA PICTURES, INC. 
(NEW YORK) 


Completed: Piel Bros., Inc. (beer), Y&R; 
Coca-Cola Co. (Coca-Cola), McCann-Erick- 
son; Drackett Co. (Windex), Y&R; Colgate- 
Palmolive Co. (Colgate toothpaste), Bates. 
In Production: Nestle Co., Inc., (Nescafe), 
Bryan Houston; Coca-Cola Export, di- 
rect; Coca-Cola Co., McCann-Erickson; Na- 
tional Biscuit Co. (Nabisco), K&E; Quality 
Bakers of America (Sunbeam bread), 
direct; S. A. Schonbrunn & Co. (Sava- 
rin), FC&B; Piel Bros., Inc. (beer), 
Y&R; General Foods Corp. (Post Cereal, 
Sanka coffee—Danny Thomas Show open- 
ing), B&B; Liggett & Myers Tobacco Co. 
(Chesterfield—Frank Sinatra Show open- 
ing), McCann-Erickson; Sylvania Electric 
Products, Inc., JWT; General Foods Corp. 
(Tang), Y&R; State Line Potato Chips, 
Randell; Seagram Distillers Corp., Warwick 
& Legler. ; 

(BURBANK) 

Completed: Colgate-Palmolive Co., Street 
& Finney; Philip Morris & Co. (Marlboro 
cigarettes), Burnett; Purex Corp., Ltd. 
(Pure products), Edward H. Weiss; Sun- 
beam Corp. (Sunbeam shavemaster), Perrin- 
Paus; Helene Curtis Industries, Inc. (Enden 
shampoo), Edward H. Weiss. 

In Production: Pet Milk Co. (evaporated 
milk), Gardner; Ex-Lax, Inc. (Ex-Lax), 
Warwick & Legler; Sunbeam Corp. (Sun- 
beam Frypan, Mixmaster), Perrin-Paus; 
Sealy, Inc. (Sealy Posturepedic mattress), 
Edward H. Weiss; Mogen David Wine Corp. 
(Key Wine), Edward H. Weiss; Toastmas- 
ter Products Div. McGraw Electric Co. 
(Toastmaster Frypan, Toaster), Erwin, 
Wasey; Helene Curtis Industries, Inc. 
(Enden shampoo), Edward H. Weiss; Helene 
Curtis Industries, Inc. (Curtis dandruff treat- 
ment), Gordon Best; Lewis-Howe Co. 
(Tums), McCann-Erickson; Canadian Fish- 
ing Co. (Gold Seal tuna, shrimp and sal- 
mon), Cockfield-Brown; Tidy House Prod- 
ucts Co. (Dexol bleach), Earle Ludgin. 


UNIVERSAL PICTURES CO. TV 


Completed: Lever Bros. Co. (Lux), JWT; 
U. S. Army (training film), D-F-S; Chrysler 
Corp. (Chrysler & Imperial) , McCann-Erick- 
son; American Tobacco Co. (Hit Parade), 
BBDO; Procter & Gamble Co. (Lava, Camay 
soaps), Burnett; Continental Oil Co. (Cono- 
co gasoline & oil), B&B; Colgate-Palmolive 
Co. (Lustre Creme, Colgate soap), L&N; 
Kellogg Co. (Sugar Pops, Corn Flakes), 
Burnett; Pillsbury Mills, Inc. (Flour & 
Cake Mix), Burnett; Beechnut Packing Co. 
(baby food), K&E; Pepsi-Cola Co. (Pepsi- 























Cola), K&E; Dodge Div., Chrysler Corp. 
(Dodge cars), Grant; Philip Morris & Co. 
(Marlboro), Burnett; National Guard (re- 
ctuiting), Robert Orr; American Health 
Studios (reducing gyms), Hayes, Wooters & 
Troxell, Mercury Div. Ford Motor Co. (Mer- 
cury cars), K&E; Ford Motor Co. (cars), 
JWT; Deleo Products Div., General Motors 
Corp., Chevrolet Motor Div., General Motors 
Corp., Cambell-Ewald; U. S. Steel Corp. 
(institutional), BBDO. 

In Production: Schick, Inc. (shavers), B&B; 
Dodge Div.; Chrysler Corp. (Dodge cars), 
Grant; Cushman Motors (tractors), Grant; 
Philip Morris & Co. (Marlboro), Burnett; 
Liggett & Myers Tobacco Co. (Oasis), Mc- 


Cann-Erickson; Coca-Cola Co.. McCann- 
Erickson; Ford Motor Co. (cars), JWT; 
E. I. DuPont de Nemours & Co. (various 


products), BBDO; Pepsi-Cola Co., K&E; 
Union Oil of California (oil & gasoline). 
Y&R; U. S. Navy (moral leadership film), 
direct; Dow Chemical Co. (highway film), 
direct; Campbell Soup Co. (sales promotion 
film), direct; Colgate-Palmolive Co. (Lustre 
Creme), L&N; S. C. Johnson & Son, Inc. 
(Glade-Jubilee), B&B. 


VAN PRAAG PRODUCTIONS 


Completed: Mercury Div., Ford Motor Co. 
(Mercury cars), K&E; Westinghouse Elec- 
tric Corp. (tv sets), McCann-Erickson; 
Chevrolet Motor Div., General Motors Corp. 
(Chevrolet cars), Campbell-Ewald; Interna- 
tional Latex Corp. (Playtex girdles), 
direct; Schick, Inc. (electric  shav- 
ers), B&B; Eastern Air Lines (air travel), 
Fletcher D. Richards; Chrysler Corp. (Chrys- 
ler cars), McCann-Erickson; D-X Sunray 
Oil Co. (D-X Boron gasoline). Potts-Wood- 
bury; Dodge Div. Chrysler Corp. (Dodge 
cars), Grant. 

In Production: Mercury Div., Ford Motor 
Co. (Mercury cars), K&E; Westinghouse 
Electric Corp. (tv sets), McCann-Erickson; 
Chevrolet Motor Div., General Motors Corp. 
(Chevrolet cars) Campbell-Ewald; Delco- 
Remy Div., General Motors Corp. (hbat- 
teries), Campbell-Ewald; Aluminum Co. of 
America (aluminum), F&S&R; Chrysler 
Corp. (Chrysler cars), McCann-Erickson; 
Eastern Air Lines, Fletcher D. Richards; 
Dodge Div., Chrysler Corp. (Dodge cars), 
Grant; Plymouth Motor Corp. Div., Chrysler 
Corp. (Plymouth cars), Grant. 


VIDEO FILMS 


Completed: Squirt Co. (beverages), Mac- 
Manus, John & Adams; Louis Miriani (po- 
litical), C. F. McIntyre; Sams, Inc. (dept. 
store), Stockwell & Marcuse. 

In Production: Specialty Bakers Services 
(Sunrich bread), Scope; Citizens Mutual 
Automobile Insurance Co. (insurance), 
Clark & Roberts; Standard Federal Savings 
& Loan Association, Derman & Baker; 
Sams, Inc. (dept. store), Stockwell & Mar- 
cuse; Fintex Clothes (men’s clothing), 


Luckoff & Wayburn. 


WILDING PICTURE 
PRODUCTIONS, INC. 
Completed: Ford Motor Co., JWT; Good- 
year Tire & Rubber Co., Y&R; C. A. Swan- 
son & Sons, Tatham-Laird; S. C. Johnson 
& Son, Inc., NL&B; Kellogg Co., Burnett. 


WONDSEL, CARLISLE & 
DUNPHY 

Completed: Bristol-Myers Co. (Bufferin), 
Y&R; Esterbrook Pen Co. (fountain pens), 
Y&R; Hazel Bishop, Inc. (billboard spots), 
Raymond Spector; Royal McBee Corp. 
(Royal electric typewriter), Y&R. 

In Production: American Home Foods, Inc. 
(Chef Boy-Ar-Dee Pizza pie), Y&R; Amer- 
ican Tobacco Co. (Lucky Strike), BBDO; 
Armour & Co. (Star Frozen Stuffed Junior 
turkeys), Ayer; Chesebrough-Pond’s, Inc. 





News (Continued from page 29) 


that from 1948 through 1953 the 
television networks invested $50 mil- 
lion in audience-building programs 
before networking as a whole be- 
came profitable. 

“History began to unfold in every- 
body’s living room. It was like being 
right there when it happened. No 
wonder television caught on every- 
where overnight.” To reach 80-per- 


cent penetration of U. S. families 





. . . more people had more leisure 
than ever before... . 


took tv 11 years. For the same ac- 
ceptance it took radio 17 years, 
electric refrigerators 38 years, elec- 
tric washing machines 49 
electric home wiring 57 years. 
“When that screen moved and 
spoke, people listened. What it said 
seemed important! It was an oracle! 


years, 


. it became an ideal medium for 
delivering not only ideas—but goods! 

. . this became an age of self- 
service people were learning 
to buy from their sets and going 
straight to the store shelves to get 
it. . . . This made even the super- 
market a labor-saving device. Which 
created still more leisure time . 
which people spent watching more 
television.” 


STEADY GROWTH. Ty has grown 
steadily from 20 million tv homes in 
1948 to 41 million today. Even the 
49th most popular network tv pro- 
gram averaged 8,567,000 homes from 





(Vaseline lip ice), McCann-Erickson; Coun- 
cil for Financial Aid to Education (The 
Closing College Door), Advertising Council; 
General Electric Co. (automatic saucepan 
portable mixer), Y&R; Hazel Bishop, Inc. 
(Hazel Bishop spots), Raymond Spector; 
International Latex Corp. (Dryper pads), 
direct; P. Lorillard Co. (Kent cigarettes), 
Y&R; Nestle Co., Inc. (Ever-Ready cocoa), 
McCann-Erickson. 





At first it didn’t seem to amount to 


much ... some said it would never go. 


January through June, Nielsen reports. 
Sindlinger finds that from February 
through June Americans over 12 years 
of age averaged 1,688 million hours 
per week watching tv as compared with 
983 million hours listening to radio, 
400 million hours reading newspapers 
and 155 million hours reading maga- 
zines. In 1957 tv 
247,000 new families a month. 
“Television does a complete adver- 
tising job,” CBS-TV continues, “pre- 
selling goods to today’s self-service 
shopper. 


selves say that of all national adver- 


averaged adding 


Self-service dealers them- 


tising media television is most 


effective in moving goods through 
their stores.” 
The Market 
determined that self-service 
Asked which 


helped them most in selling national 


Planning Corp. 
dealers 
prefer tv. medium 
brands, grocers favored tv by 78 per 
cent, as compared with newspapers 
19 per cent and magazines 2 per 
cent; druggists gave tv 89 per cent, 
newspapers 9 per cent and maga- 
zines 1 per cent; hardware stores 
favored tv by 68 per cent, news- 
papers 20 per cent and magazines 
9 per cent. Variety stores gave tv 
75 per cent, newspapers 18 per cent, 
magazines 3 per cent and radio 2 per 
cent. 

Self-service dealers were also 
asked how they would divide a mil- 
lion dollars of advertising if they 
were national advertisers. The amount 
given tv in thousands came to: 
grocers $500; druggists $550; hard- 
ware $414 and variety $490. 

CBS concludes by pointing out 
that “national advertisers agree with 
store managers. They allot more of 
their advertising budgets to television 


(Continued on page 30) 
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News (Continued from page 79) 


than to any other medium.” 

The film will be shown on the 
network, by stations and to general 
audiences. 


Commercial Popularity 


In the latest tally of tv’s favorite 
commercials, as tabulated by the 
American Research Bureau from 
answers to a special question in 
ARB’s Diary of Television Viewing 
for the week of Aug. 1-7, Piel’s “Bert 
and Harry” returned to the No. 1 
spot, last held by the beer brothers in 
March. Hamm’s beer, in top position 
on the June list, was the runner-up 
this time, with Dodge following in the 
No. 3 slot for the fourth consecutive 
month. 

Of the 25 favorites in the July sur- 
vey 19 continued to register with their 
fans in August. Among the returnees 
in the latest poll, Budweiser, tied with 
National Bohemian in 22nd place, ap- 
peared last in ARB’s May survey; 
National Bohemian last made it ex- 
actly a year ago, in August °56. Camp- 
bell’s soups reappeared on the list this 





BEST-LIKED COMMERCIALS, 
Based on ARB’s National Diary Sample, 


Aug. 1-7, 1957 
% 
Men- 
Rank Commercial Agency tion 
1. Piel’s, Young & Rubicam ....... 8.5 
2. Hamm’s, Campbell-Mithun ...... 75 
3. Dodge, Grant Advertising ........ 4.1 
4. Alka-Seltzer, Geoffrey Wade ...... 3.9 
5. Revlon, BBDO; Norman, Craig & 
Kummel; Ehrlich, Neuwirth & 
Sobo; C. J. LaRoche; Dowd, 
Redfield & Johnstone; Emil 
RR ee | ee ee 3.0 
6. Raid, Foote, Cone & Belding ..... 2.5 
7. Ballantine, Wm. Esty ............ 2.1 
7. Schlitz, J. Walter Thompson ...... 2.1 
7. Zest, Benton & Bowles .......... 2.1 
10. Falstaff, Dancer-Fitzgerald-Sample 1.8 
eee 17 
12. Kraft, J. Walter Thompson ...... 1.6 
12. Snowdrift, Fitzgerald ............ 1.6 
WG De CHIR 5 oio5. 05 seid dees 15 
15. Dr. Pepper, Grant Advertising .... 1.4 
15. Ipana, Doherty, Clifford, Steers & 
A a ees 14 
17. Chesterfield, McCann-Erickson ... 1.3 
18. Campbells, Leo Burnett .......... 12 
18. Ford, J. Walter Thompson ........ 1.2 
Th. Bene oS. a ee bc ce we 12 
18. Plymouth, N. W. Ayer .......... 1.2 
22. Budweiser, D’Arcy .............. 1.0 
22. National Bohemian, Doner ...... 1.0 
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ABC-TV Knows Its Oats 


That the networks know where- 
of they program in catering to 
the tv audience’s predilection for 
western fare has been proven 
already this season by at least 
one new sagebrush saga—ABC- 
TV’s Maverick, which premiered 
on Sunday, Sept. 22, in the 7:30- 
8:30 p.m. time slot and chalked 
up a significant Trendex rating 
and share of audience against 
some of video’s toughest com- 
petition. 

In its first half-hour Maverick 
placed second in the three-net- 
work sweepstakes with a 13.4 
Trendex and 28.1 share of audi- 
ence, against 19.1 and 40.1 for 
Jack Benny on CBS-TV and 12.0 
and 25.2 for NBC-TV’s Joan 
Caulfield starrer, Sally. For the 
8-8:30 period the ABC oater rang 
up a respectable 11.7 and 22.3, 
against CBS Ed Sullivan’s 18.3 
and 34.9 and NBC Steve Allen’s 
21.7 and 41.3. 

Further pointing up viewer 
addiction to the cactus epics is a 
comparison of Maverick’s show- 
ing and that of ABC-TV’s Ama- 
teur Hour premiere in the same 
time period a year ago. This Ted 
Mack program registered, in the 
7:30-8 portion, only 10.1 and 
19.3, to Jack Benny’s 23.3 and 
44.3 and NBC’s Circus Boy’s 15.5 
and 29.5. For the second 30 
minutes the ABC entry showed a 
mere 5.6 and a 9.7, against Sul- 
livan’s 31.1 and 53.5 and Allen’s 
19.7 and 33.9. 











month for the first time since May 
1956. 

Among the commercials which 
moved into higher positions of popu- 
larity in August from their July stand- 
ing were Alka-Seltzer, from seventh to 
fourth; Ivory soap, from 16th to 14th; 
Schlitz beer, from ninth to seventh; 
Ballantine beer, from 11th to seventh; 
Snowdrift, from 22nd to 12th, and 
Zest, from 18th to seventh place. 

ARB points out that with each sur- 


vey the sample of persons writing in 
favorite commercials is changed. Thus 
the votes come each month from a 
different cross-section of the public. 
The results obtained represent com- 
mercial preferences only and do not 
attempt to measure audience size or 
resulting sales. 


Tv’s Role 


The World Commercial Television 
Conference in London last month 
heard a thoughtful description of tele- 
vision’s place as a medium of world 
communications from the president of 
People-to-People, Inc., by its president, 
Charles E. Wilson. The People-to- 
People organization, it will be re- 
called, was set up a year ago to 
operate free of government in an 
effort to create a better understanding 
between the people of the world. 
President Eisenhower is its honorary 
chairman, William J. Donovan its 
chairman and its officers, directors, 
and committee chairmen read like a 
list of who’s who among prominent 
and public-spirited citizens of the 
United States. 

“I need not repeat,” Mr. Wilson 
told the conference, “that you in tele- 
vision have a leading role and great 
responsiblity in the development of a 
truly world-wide People-to-People 
program. 

“People are interested in people. 
This is the fundamental upon which 
every publishing, broadcasting, and 
mass communications business is 
founded. It is the cornerstone of the 
People-to-People concept. . . . 

“Television certainly has become the 
window of the world as was predicted. 

“The question of this century which 
must be answered, and answered soon, 
is simply this: has man’s advance in 
the physical sciences outstripped his 
ability to cope with them spiritually? 
Can he ever catch up? 

“Only man himself can answer that. 

“Only people, speaking to people, 
will find the answer. They will find 
it, far ahead of governments speaking 
to governments. They will find it in 
their hearts, before they hear it on 
their lips. 

“This is what you in television can 
show the peoples of the world.” 
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In the picture 


The Leo Burnett agency has a new vice president in charge of tv commercials. He’s 
Harry W. McMahan and he’s also been made a member of the plans supervisory committee. 
Mr. McMahan has been working as special consultant in tv, with several top agencies and 
major advertisers as clients. Before opening his consultant offices in New York, he was three 
years with McCann-Erickson in New York. He was a member of the creative plans board and 
head of tv commercial production. From 1939 to 1954, he was founder and head of Five Star 


Productions in Hollywood, specializing in advertising and television films. During this time 
he helped introduce more than 50 national and regional advertisers to tv. The more than 
3,000 commercials he has written include those for Chrysler Corp., Carnation, Pet Milk, 


Bulova, Heinz, Ford and Coca-Cola. He’s a native of Earl Park, Ind. 





Edwin Cox (left), vice chairman of the board, has been elected 
chairman of the board at Kenyon & Eckhardt. Donald €. Miller, 
senior vice president and co-director of account management, was 
elected to the executive committee. Mr. Cox replaces Thomas 
D’Arcy Brophy, retired, while Mr. Miller moves into Mr. Brophy’s 
chair on the executive committee. Mr. Cox has been with the 
agency since 1933 and a year after joining K&E was elected vice 
president. He was named senior vice president in 1946 and vice 
chairman of the board on April 30, 1956. He started in advertising 
as a copywriter at A. W. Shaw Co., Chicago. 





The new president and chief executive officer of Parkson Advertising Agency, New York, 
is Ted Bergmann, who has been a vice president at McCann-Erickson. At the same time, 
Franklin Bruck moves up to chairman of the board. Mr. Bergmann replaces Edward Kletter, 
who has been named vice president, member of the executive committee and advertising di- 
rector of Pharmaceuticals, Inc. Mr. Bruck, for many years head of his own agency, becomes 
chairman after serving as Parkson’s executive vice president. Before he was at McCann- 
Erickson, Mr. Bergmann was managing director of the Du Mont Television network and di- 
rector of the broadcasting division of the Allen B. Du Mont Laboratories. In addition to cur- 
rent accounts, Parkson has been appointed by the J. B. Williams Co. to handle the advertis- 
ing of all products—shaving cream, Aqua Velva, Lectric Shave, Kreml, Conti and Skol. 





Stuart K. Hensley, formerly executive vice president of the Toni Co., has been elected 
president and chief executive officer of Toni. He succeeds R. Nelson Harris, founder and 
formerly president of the company. Mr. Harris will be the Gillette Co. vice president respon- 
sible for operations of both the Toni and Paper Mate divisions. He will still be president and 
chief executive officer of the Paper Mate Co. Mr. Hensley rose through company ranks from 
the sales organization. He joined the company in 1946 as a sales representative in Florida 
after service in the Navy. He became divisional manager, then regional manager and finally 
general sales manager. In 1952 he was made vice president in charge of sales and six months 
later took on the added responsibility of advertising and brand promotion. He became execu- 
tive vice president a year ago. 





The newly created post of general sales manager of the syndication division at the Ziv 
Sales Organization has been taken over by Walter Kingsley. For the last two years, he’s 
been sales manager of Ziv’s national sales department. Succeeding Mr. Kingsley as national 
sales manager is James Shaw, who has been central division sales manager of the national 
department. Jerry Kirby, formerly an account executive in the national department, has been 
named sales manager of the department’s central division. In his new post, Mr. Kingsley 
will oversee all syndication sales relating to stations and local and regional advertisers and 
will supervise the operations of the three geographic divisions. He’ll be headquartered in 
New York. Mr. Shaw moves from Chicago to New York. Mr. Kirby will be in Chicago. Ziv’s 
sales force now numbers 123 men. 
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BELL Tower 
venice 


. . the tower with the SALESponer in Oklaboma! 














SOURCE BOOK 
OF 

TV SUCCESS 
STORIES 


Over 300 case histories from 
every size market, demonstrat- 
ing tv‘s ability to sell! 


Product Groups include: 


Bakeries and Bakery Products 
Dairies and Dairy Products 
Banks and Savings Institutions 
Dry Cleaners and Laundries 

G ries and S k 
Furniture and Sieme Furnishings 
Home Building and Real Estate 
Jewelry Stores and Manufacturers 
Nurseries, Seed and Feed 
Hardware and Building Supplies 
Seft Drink Distributors 

Travel, Hotels and Resorts 
Sperting Geods and Toys 

Drugs and Remedies 

Gasoline and Oil 


ONLY $2.00 PER COPY 
444 Madison Ave., 


Television Age 
New York 22, N. Y. 
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Douglas Elleson, program manager of 
KRON-TV San Francisco, had an inspi- 
ration recently. He concocted a new 
cocktail to commemorate the first 
public performance on the station of 
Ampex video tape. He called his cre- 
ation the VTR cocktail, 


the initials 


representing video tape recording, and, 
at the same time, the contents of his 
drink—vodka, tequila and rum. 










3 , 
owe 
till ot _ wall 


But program and now potable mana- 
ger Elleson wanted to give his mixture 
real professional polish. He sought the 
services of a nearby bistro’s bartender 
named Mel Tate and ordered him to 
produce a drink that was sharp, clear 
and light, in keeping with the picture 
quality of video tape. Mr. Tate ful- 
filled his assignment, but not before 
much trial and error that lasted 
through the night and into the next 
morning. 











And, that evening, in what must be- 


regarded as a triumph of man over 
elements, both VTR’s were uncorked 
for the members of the press who 
came to the studio under the innocent 
impression that they were going to be 
given an exhibition of only one VTR. 
Needless to say, the reporters were 


high in their praise of VTR. . . . 
* * 


Live dangerously: Hughie Green is 
both a master of ceremonies on tele- 
vision musical revues in England and 
a stunt man in Hollywood. 

bs = a 

What's in a name? Out in the mid- 
west somewhere, the name of the 
agency handling Metzger Dairies is 
Don Sauerman. At WTOP-TV 
Washington, a man called Roger Mudd 


covers the news. 


Radio in this television age: We 
don’t want to be snitchers or anything 
but. . . . We found a listing on the 
directory in the International Build- 
ing, located at 630 Fifth Ave., Radio 
City, New York, that needs a little 
attention. Under the heading, Radio, 
in the Shops and Services section, we 
saw this: National Broadcasting Co., 
WNBC, WNBC-FM. 


a a a 


“Advertising executives will have 
more time for golf and long, martini- 
filled lunch hours when electronic data 
computors go to work to map their 
advertising campaigns,” an expert in 
systems and procedures said recently. 
He went on to explain that electronic 
data processing, EDP, will screen ad- 
vertising and marketing ideas with 
great speed and accuracy and even 
automatically compensate for any 
changes in consumer opinions. It will 
do research and make the right deci- 
sions on all phases of a campaign for 
the ad man. 

So what’s the big deal? He’s still 
gotta come to the office, doesn’t he? 


* * * 


Stop us at the end if you’ve heard 
this one. Seems a fellow went to see 
the hottest hit in Broadway history, 
My Fair Lady. He noticed that in the 
row in front of him a woman was 
sitting in the second seat, but the one 
on the aisle was empty. And it re- 
mained unfilled during the entire show. 
The fellow’s curiosity overtook him 
and he had to find out how come, 
since tickets for the show are so hard 
to get. He approached the lady and 
apologetically asked her if she could 
explain the empty seat next to hers. She 
said she could. 

“You see,” she told him, “my hus- 
band and I got these tickets six months 
ago. And since that time he died.” The 
fellow expressed his sympathy for her 
loss, but said he couldn’t help wonder- 
ing, under the circumstances, why she 
couldn’t get someone from her family 
to accompany her to the show. 

“Oh,” she said. “None of them could 
make it. They had to go to the 


funeral.” 
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‘‘qa station worth watching 


Wheeling 7, West Virginia 


For availabilities and complete 
coverage information—Call 
Hollingbery, Bob Ferguson, 

VP and General Manager, 
or Needham Smith, 
Sales Manager, 

Cedar 2-7777. 


reaching a market that’s reaching ! 


PHOTO BY DEL WILLIAMSON 


More than 180,000 tons of primary aluminum a year 
will soon roll off the lines here at the Olin-Revere Metals 
Corp. site, 23 miles south of Wheeling. This is just part 
of the $450-million Wheeling- Upper Ohio Valley expan- 
sion. The growth of this area is fabulous, but no more 
so than the popularity of WTRF-TV, leader by a wide 
margin in every accredited audience survey made in 
this area. So keep your eyes on this market—just as 
everyone in this market is keeping his eyes on WTRF-TYV. 


316,000 watts 
Equipped for network color 


new importance! 
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